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SAY, HOW DID YOU 
INCREASE YOUR 
PLANT EFFICIENCY 
SO MUCH, GEORGE? 











THAT’S THE RESULT 
OF WORKING WITH 
AMERICAN CAN 
SALES ENGINEERS! 





6é 
Porocine is a business within a business, as you well know, 
John. So we decided we’d be ahead of the game working with an 
outfit that can offer us all the cooperation American Can does. 
One of our first benefits was a consultation with American 
Can Sales Engineers. Out of that came the innovations in our 
set-up which have resulted in a 20% increase in packaging effi- 


ciency. You ought to see what American Can can do for you.” 


AMERICAN CAN COMPANY, 250 PARK AVENUE, NEW YORK, N. Y. 
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B U LS y people are more likely to be susceptible to the wiles of attractive packages than 
are their more leisurely neighbors. Decorated Phoenix Metal Caps are an aid to package attrac- 
tiveness. At the same time they furnish ample protection for the product. 


PHOENIX METAL CAP CO. Plants: 2444 W. Sixteenth St., Chicago; 3720 Fourteenth Ave., Brooklyn 
Branch Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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C. A. BRESKIN, PUBLISHER 


DECEMBER, 1939 


VOLUME 13 NUMBER 4 
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NEXT MONTH 


Production men, plant supervisors and advertising and 
sales departments will all find exciting news in the 
detailed story of how a major drug products producer 
has redesigned and rebuilt his plant—streamlining it to 
improve working conditions and to accommodate and 


THIS MONTH 


You still have time to enter your newly created packages 
and displays in the 1939 All-America Package Compe- 
Wire today for entry blank. 
And a very Merry Christmas to you all. 


A: Q. MAISEL, EDITOR 


Published the 1st of each month by Breskin Publishing 
Corporation, 122 East 42nd St., Chanin Building 
New York, N. Y. Telephone Ashland 4-0655. 
Western office, 221 N.LaSalle St., Room 616, Chicago, 
Il. Telephone Randolph 6336. Publication office, 
Twentieth and Northampton Sts., Easton, Pa. Also 
publishers of Packaging Catalog, Modern Plastics, 
and sponsors of the Permanent Packaging Exhibit. 


Alan S. Cole, Genl. Mgr. 

Perry H. Backstrom, Adv. Mgr. 
M. A. Olsen, Eastern Manager 
J. M. Connors, Western Manager 


Ann Ray, Associate Editor 

Donald R. Ruther, Art Director 
Allan L. Fletcher, Washington 
E. Mais, Assistant to the Editor 


R. N. Kalo, Production Manager 
F. L. Posner, Circulation Manager 


Subscription $5.00 per year in United States. 
Canadian, $5.00. Foreign, $6.00. Price this issue, 
50c per copy. Copyright 1939 by Breskin Publish- 
ing Corporation. All rights reserved. Printed in 
U.S. A. Member of the Audit Bureau of Circula- 
tions. Acceptance under the Act of June 5, 
1934, at Easton, Pa. Authorized October 7, 1936. 
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WITH OUTSTANDING i 
CONVENIENCE FEATURES! 





* Positive snap lock holds top in closed and sealed position. 
Cans will not open during shipment or on the shelf 
Product cannot sift through. 


*Positive stop automatically positions slide for sifting. 
One flick of the thumb of the hand that holds the boxg 
all that is necessary. 


*Convenient fingernail grip. Ninety-five per cent of house- 
wife package complaints assail hard-to-open closures. 


Housewives can have no complaint about this one. It’s 
fool-proof and it always works. 


*Full opening stop likewise positive in action. Permits 
insertion of full size teaspoon and leveling on withdrawal. 
The slide never leaves the package. It cannot be mislaid 
or lost. 


Some old style shaker tops were good. Some were 
terrible. But none combined the advantages of 
sifter pouring with complete accessibility to the 
product for the consumer. 


Now R. C. Can has developed a real one-hand, 
fool-proof shaker top for fibre cans of rectangular 
cross section. Without removing the top from 
the can, the consumer can insert a full size tea- 
spoon to withdraw a liberal, accurately measured 
portion of your product. 


This new R. C. shaker top can is available in sizes 
to meet your requirements. It’s inexpensive. 
It’s new. It offers heretofore unattainable ad- 
vantages. 


Write today for samples and full particulars. 


R.C. CAN COMPANY St. Louis, Mo. 


BRANCH FACTORIES 
RITTMAN, OHIO KANSAS CITY, MO. ARLINGTON, TEXAS 
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OUR POLICY 


“Thee th no war 
a far ab we We 


Kalamazoo Vegetable Parchment Co. 


K 
\p 


You may think that the difference 
in metal containers can only be 
superficial. But the quality and 
serviceability of a can does depend 
upon the character and equipment 


of the manufacturer. = Research 


facilities— modern equipment —a 
great new plant—a strategic location 
—and a tradition of fifty years ser- 
vice to food and beverage industries 
—are all back of every individual 
can produced by this company. 


CROWN CAN COMPANY - PHILADELPHIA, PA. 


Division of Crown Cork and Seal Co. 


BALTIMORE 
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ST. LOUIS 


WIN CAN 


Der Pre & 


HOUSTON MADISON 
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UR “Modernistic” has been one of the 
most popular food containers ever of- 
fered the industry. In redesigning this spar- 
kling glass package, we have kept the appeal- 
ing beauty, large appearance and ample label 
space of the Modernistic—and improved it 
to give you an even finer food container. 

Our packaging experts and glass engineers 
have made the mew Modernistic lighter in 
weight, without sacrificing necessary strength 
at any point. That means lower costs all 
along the line. 

The zew Modernistic has straight sides, an 
aid to production-line speed and efficiency. 

The new Modernistic is made in all pop- 
ular sizes, offering a means of giving identity 
to a whole family of products. There is an 
economical, handsome and convenient O-I 
closure for every size. 

Ask your Owens-Illinois salesman to show 
you the zew Modernistic line at once. This 
gleaming glass package will help you make 
business fine in Forty! Owens-Illinois Glass 
Company, Toledo. 








COMPLETE PACKAGING SERVICE—CONTAINERS—TUMBLERS—CLOSURES—SHIPPING CARTONS 
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ERE is the biggest packaging 

news in years for all manufac- 
turers of irregular-shaped products 
that require protection from dust, 
air, moisture or handling. 


It is a new method of transparent 
packaging called Stretch-Wrapping 
that is up to 10 times quicker than 
present wet-wrap manual processes 
and effects savings as high as 60% 
in material costs! 


Stretch-wrapping is done with Plio- 
film* — Goodyear’s exclusive new 
synthetic, moistureproof, crystal- 
clear sheet that has the unique prop- 
erty of being extremely stretchable 


when heated —and in- 
creasing in strength and 
tear-resistance at the same 











time. 


Due to this stretching 
ability, an oval cake of 
soap that requires a 13” 
x 13" sheet for wet-wrapping can be 
handled with a 6’’ x 6” sheet of 
Pliofilm — and you get a tighter, 
smoother, seamless, airtight wrap. 


Stretch-wrapping is accomplished 
in one simple operation with the 
new Pfeiffer-Pliofilm Stretch-Wrap- 
ping Machine in which heated sheets 
of Pliofilm are stretched (molded) 





*Trade-mark of The Goodyear Tire & Rubber Company 






OPERATION — In 
he; heated sheet of 





When sealed the Pliofilm wrap contracts to form a skin- 
tight, airtight, moistureproof package. 


around objects ot any shape and 
sealed at the same time. Let us show 
you how stretch-wrapping will 
improve your product’s appear- 
ance at lower packaging cost. 
Write Pliofilm Sales Department, 
Goodyear, Akron, Ohio. 
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MODERN PACKAGING 


For Last-Minute Entries 


1939 ALL-AMERICA 
PACKAGE Competition 


December 30th Deadline 


YOU ARE ELIGIBLE 
if you used a new package or display in 1939 
if you designed a new package or display begin- 


ning its use in 1939 
if you supplied materials or machinery for any 


package or display first used in 1939 


NO ENTRY FEES 


You may enter as many packages or 
displays as you have eligible. No fees or 
obligations of any kind. 


Some Advantages of Participating 
Millions of readers of magazines and newspapers 
throughout the country will see and read about the 
winners. Sound and color motion pictures, full 
length, will be shown in hundreds of cities to hun- 
dreds of thousands of people during 1940. All entries 
on permanent display at the offices of MODERN PACK- 
AGING in New York City. This display is visited by 
thousands of important people every year. Traveling 
displays take the winners to all parts of the globe. 


You can take advantage of these and many other 
sales-building services, absolutely free and without 
obligation. There’s a world to gain and nothing to 
lose! 

So write, wire or phone your entry and express or 
parcel post your packages and/or displays to us im- 
mediately. December 30th is the deadline. 
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Wherling “SEAL-TITE LEVER-RING CLOSURES” 


CORRUGATING COMPANY 


Sg | | PLE ° STR 0 | G ° | E AT EASY ON ... Easy Off—with absolute air-tight, leak- 


; proof sealing of the contents at all times—these are the 
* om advantages which the new Wheeling SEAL-TITE 
q \ LEVER-RING CLOSURE gives to Wheeling Steel Con- 
tainers. Note the easy operation, and the strength and 
sturdiness of its simple lever action. Note also the 
streamlined design that becomes an integral part of 
the package without detracting from its lithographed 
decorations; flat top, free from obstruction— permits 
nesting and the use of covers with pouring equip- 
ment. These containers pass all requirements of ICC- 
6D-80 specification. 

There’s a Wheeling Container, in 1 to 70-gallon 
sizes, to exactly suit your packaging needs. Tell us what 
you pack, and we will gladly submit suggestions. 


WHEELING 


CORRUGATING COMPANY 


General Offices: Wheeling, West Virginia 
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KIMBLE GLASS VIALS 


UNIFORM 
PERMANENT 


4 Kimble Vials—fabri- 
s, permanently retain 
this Natural” parency And * ‘packaging value.” 


Sample and package your products the MODERN 
way—in KIMBLE G/ASS VIALS! 


DECEMBER 1939 








It’s mighty easy to sell another brand to a dissatisfied 
consumer! .. And the dissatisfaction doesn’t have to be 
very serious. There may be something about the package 
that she doesn’t like. The cap may be hard to remove, 
the label may be stained by slow leakage, or the quality 
of the product might be impaired due to faulty sealing. 
@ You know, it’s surprising how many of these “One- 
Timers” there really are, switching from one brand to 


another. That’s why CCS Closures are designed to win 
and hold consumer acceptance. They are your assurance 
that, as far as the cap is concerned, there will be no 
dissatisfaction with your package. 


CROWN CORK AND SEAL COMPANY 


World’s Largest Makers of Closures for Glass Containers 


BALTIMORE, MARYLAND 


SCREW Cap 
LUG 


CA 
VACUUM heme MASON 





PASTILLES 


gin as? 


CEE me MILK 


, Uneeda Biscuit 


YOU CAN JUDGE A 
MAN BY HIS FRIENDS 


It is certainly true that you can judge a man by the 
company he keeps — and this is equally true when ap- 
plied to firms in business. Find out the customers that 
a company is serving, and you will get a pretty good 
idea of that company’s ability to also be of value to you. . 





We think it applies particularly to Riegel Papers, for 
they have been adopted by leaders in almost every 
field. Your own packaging problem may resemble one 
of theirs — or it may be strikingly different — but in 
either case, our broad manufacturing experience and ex- 
ceptional facilities should assist in giving you what you 
want from a combined standpoint of protection, appear- 
ance, production efficiency and economy. Write us today. 


Riegel Caper 


RIEGEL PAPER CORPORATION 342 MADISON AVENUE, NEW YORK,N. Y. 
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‘OMPLETE RESPONSIBILITY 














@ Perched atop a 200-foot spider of steel sits the Forest Ranger...master and guardian of a million 
acres of sun-scorched timber...constantly watching for the first faint spiral of smoke which may 
spell irreparable loss... His is the Complete Responsibility for protecting Nature’s unspoiled treasures. 





@ Complete Responsibility is also important when selecting a source for your containers and 
closures. When you choose a single, dependable source of supply, you eliminate the endless 
worry and detail that comes with scattering your shots—buying from many suppliers instead of 
placing Complete Responsibility for all your requirements with Anchor Hocking. 

We’ve earned this reputation for responsibility—earned it by years of experience, years of doing 
the same jobs well, fast and often. This experience that backs Anchor Hocking’s packaging engineers 
is ready to go to work for you... without the slightest obligation. Experts in packaging research, 
design and merchandising are ready to prove to you that glass can do your packaging job better. 

Take advantage of these services that Anchor Hocking offers to packers. We're ready to 
assume Complete Responsibility. May we discuss your packaging problems with you? 


ANCHOR HOCKING 
PRODUCTS AND SERVICES 


P & P WARE 
FOOD CONTAINERS 
LIQUOR & WINE BOTTLES 
BEER AND BEVERAGE BOTTLES 
THIN-BLOWN PACKERS’ TUMBLERS 
GLASS PREMIUM WARE 
TABLEWARE 
HOTEL, BAR & RESTAURANT WARE 
GLASS FOR INDUSTRIAL USES 


CLOSURES: 
metal and molded; airtight and vacuum; friction, screw 
and lug types 


AMERSEAL NOZZLES— 
for cans containing liquids 


SEALING MACHINES— 
hand, foot and semi-automatic types 


PROCESSING EQUIPMENT— 
for processing glass-packed products 


RESEARCH & ENGINEERING STAFF 
EXPERIMENTAL & TESTING LABORATORIES 
DESIGN SERVICE 
ANCHOR HOCKING GLASS CORPORATION 
Lancaster, Ohio 


Closure Division: ANCHOR CAP & CLOSURE CORPORATION, 
Long Island City, N. Y. and Toronto, Canada 


Aucior Mocking 


-an unbeatable combination! py 








These attractive lightweight tumblers are stock items. 

The 1500 line (plain) is available in 5 capacities and 

the 2500 line (fancy) in 8 sizes. Containers are sealed 
with Anchor ‘‘T’’ Caps. 
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of Packaging Research and Informatio 
\ 


Brand-new, dompletely revised to encompass thousands of new ideas, hun- 
| 


| ; ‘ 
dreds of new methods, scores of new — new processes; in short, an 
eu 


-to-the-minute catalog of our most rapidly changing industry. 


indispensa 
aa nate pages. Scores of = articles on\all phases of 
packaging. ' | / 


| 


Handsomely bound, cross-in xed. You will be éonsulting it al\year long. 


re \ if, 1 // 
Pilce per copy: $2.50. / 2 \ /// 
| | SAMY 


RESERVE YOUR COPY NOW} e 10-DAY FR E EXAMINA ON 





/ e / / 
/ df J rd ee eS? // é \ 
Write now ard we will\reserve your copy for a up publication. Exam 
se i] 7 \ i 
it FREE for 10 days. At thlp end of that time either the invoice, or return the book if you are not 


Y 
satisfied that it js all (and more!) than we say. 


MODERN PACKAGING 











Order for NEW Subscription 


Please enter my subscription to begin with the 
$5.00 for one year $8.00 for two years (J 


Remittance enclosed [1] Send invoice oO 


cot 
an expiration } 


LA Ae Te! 


CANADA—$5.00—One Year FOREIGN—$6.00—One Year 
8.00—Two Years 10.00—Two Years 





Postage 
Will be Paid ecessary 
By If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 


First Class Permit No. 2656 (Sec. 510, P. L. & R.), New York, N. Y. 


MODERN PACKAGING 
122 East 42nd Street 
NEW YORK, N. Y. 








ol ar COLOR 


ARTIFICLAL 


A 


FL 


. 





PL, 


Pain 























\ \ws or ur 
\ aX. ff ei rine : 
Aaa ‘ 
ie ang x “ 
aN ‘ AN \ 








Wredtal i leh lt 
' usta te a a i 
Ararat 


Aue 
2 





aE 
Ist Asti ist (a8 
glelcieicleticl 


haha 





slslsteletsl 
% eke pies baits ba im * 
FRERERER HEL 




















YOUR PRODUCT MUST PUT ITS 


Et Wat Pronid, ' 


IN TODAY’S 


CELLUPLASTICS 
HYCOLOID « NEOCELL 
CLEARSITE 


HIGHLY COMPETITIVE MARKETS 


If you could be behind the counter of every store that 
sells your product, your sales worries would be over. 
But you can't! Once it leaves your plant your product 
must sell itself except for the help you give it through 
packaging, advertising and display. 

Hygienic Containers are the next thing to personal 
salesmanship. BEAUTIFUL—they command attention 
on shelf or counter. UNBREAKABLE—they insure your 
product during shipment, sale and use. LIGHT- 
WEIGHT—(80% lighter than glass) they save on 
every shipment. They give eye-appeal to any product 


hee 





through Color (any color or color combination is pos- 
sible), through Transparency (visual selling), or 
Opacity (you can print right on the package without 


extra label). 


We have added “silent salesmanship” through pack- 
aging to hundreds of products for dozens of compan- 
ies. We can do the same for you. Just tell us what it is 
and we'll package it for modern selling in a Hygienic 
Tube, Vial or Container of Hycoloid or Clearsite. 
Samples and all particulars are available to you — 


just drop us a line, on your letterhead, please. 


Sy pe0e TUBE & CONTAINER CORP. 


EXECUTIVE OFFICES AND FACTORY: 46 AVENUE L, NEWARK, N. J. 
N. Y. Sales Office: 626 Fifth Avenue, New York, Tel: Cl 6-2425 
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E MOST VITAL BOOK EVER 
WRITTEN ON PACKAGING! 


Cec WEED 


This Laboratory Analysis of 1OO ACTUAL PACKAGE RE- 

DESIGNS by 100 of the Country’s Leading Package Users. 

PRICELESS EXPERIENCE YOU CAN APPLY TO 
YOUR PACKAGING PROBLEMS 








This is the book you've been waiting for if you buy packages or make them, or 
supply the materials or machinery that go into them. Here are the facts that will 
save you time, money, trouble. Armed with this wide range of experience, you 
can attack your packaging problems, confident that you will solve them correctly. 


You will find facts and figures, in each instance, of how and why these famous 
| G packages were changed, of real and comparative costs, before and after photos 
to point the moral; accurate production data, market data, shipping data, sales 


a7) data, design data. 


And the general lesson is drawn from this wealth of experience as only the thor- 
oughly experienced staff of Modern Packaging could draw it. 


MODERN PACKAGING 


BRESKIN PUBLISHING CORPORATION 
Chanin Building, 122 E. 42 St., New York 


Write now and reserve your copy. It will be 
mailed to you immediately upon publication. 














YOU GAIN WITH SIMPLEX BOXES 


SAVE TIME — With boxes that are quickly erected! 
SAVE STORAGE SPACE — They come to you in the flat! 
SAVE IN INVESTMENT — They require no equipment to erect! 
SAVE YOUR PRODUCT FROM DAMAGE — SIMPLEX BOXES are extra strong and rigid! 


SIMPLEX BOXES are ideal for foods, textiles, shoes, clothing, toys, hardware, cosmetics, confectionery and 
specialties. Leading manufacturers in each of these lines choose—above all others—the protective, time- 
saving, space-saving, attractive, and inexpensive SIMPLEX BOXES. 


There's a style and size exactly suited for your purpose. A SIMPLEX licensee in your area will bring you 
all these advantages at low delivery costs. Write today for samples and full data. 


SHIPPED FLAT EASY TO ERECT READY FOR USE 
\ A ener 
x a» 





—— An easy turn 


x <=> 


Click! It locks into place! 





WHATEVER YOUR PRODUCT .. . whatever your problems, a suitable one or two piece SIMPLEX box 
is made to meet your requirements. That is why leading firms in the textile, toy, food, and almost every 
other industry choose — above all others — SIMPLEX BOXES. 


Write for full information. 


re. 
SIMPLEX PAPER BOX CORPORATION eae 
LANCASTER . * PENNSYLVANLA + ee ee ee 
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Not only" 
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Here’s how: ey s ’ ) Ml ul mist . . . bringing such 
convenience, that ‘etonomy, ease ‘and better work 
that must resul#! 










Once she’s gotte ng your product. . . be- 


cause the spraye 








Do shoppers go fork 
Socony-Vacuum, Shel 





er Grocery, O’Cedar. 





Costs? Extremely a. nt s. ‘Write today for the facts, full quotes, 


and free samples. 






FEDERAL TOOL CORPORATION 


400 NORTH LEAVITT STREET - .- - - CHICAGO 








EVERYTHING You Want to Know 
about 





I YOU USE Transparent 


Sheetings for any purpose, you need this in- 
formative booklet—yours for the asking. 
Complete, authoritative information, com- 
piled with the collaboration of the leading 
Write for your copy. 


manufacturers. 
DIVISION OF 


Nationa, StaRcH PRODUCTS Inc. 


820 GREENWICH ST., NEW YORK—CHICAGO—PHILADELPHIA—-BOSTON—SAN FRANCISCO—and All Principal Cities 
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One of the first plastic applications was in the wearing 
apparel field in the form of the long-forgotten celluloid 
collar, but as the plastics industry developed, apparel 
uses were more or less forgotten, while chemists and 
manufacturers explored the many industrial possibilities 
of these remarkable new materials. Today, however, 
the newer plastics are being adopted increasingly for 
apparel purposes as materials of articles for clothing. 
Plastics are not considered as mere substitutes, but are 
being utilized because they offer qualities and appearance 
values not to be found in any other materials. 

By no means the only recent example of this sort, but 
an outstanding one because it establishes so striking a 
contrast with past practices, is the recently introduced 
line of belts, garters and braces placed upon the market 
by S. Buchsbaum & Co. 

This firm has utilized one of the newer plastics, a 
copolymer vinyl acetate and vinyl] chloride of light molec- 


1. Three of the new packages developed as 
package-displays for Elasti-Glass belts and garters. 


PLASTIC BELTS=PEASTIC. BOXES 





New transparent vinyl accessories are packaged 
and displayed in transparent-topped boxes 


ular weight available as a sheet material in transparent 
water white and tints and in a wide range of transluscent 
and opaque colors. The material is readily fabricated 
and, in addition to its novel and attractive appearance, 
it has a high degree of elasticity which makes it particu- 
































2. Elasti-Glass braces—made of a vinyl 
sheet material developed by the Carbide 
& Carbon Co.—are displayed on cards 
set in set-up paper boxes with transpar- 
ent hoods. Thus the consumer can see 
the product and its transparency without 
opening the package. 3. The Elasti- 
Glass gift set consists of three of the smaller 
packages housed in an embossed, foil 
covered paper box of set-up construction. 





larly suitable for use in the belt, brace and garter field. 
Another outstanding advantage is the ease with which 
it can be rendered free from soilage and its resistance to 
wear. The material is not only tough but—since the 
color runs all the way through—any abrasion that does 
occur is not visible to the eye. 

To introduce the new product to the public—under the 
name Elasti-Glass, $. Buchsbaum & Co. has logically 
utilized a series of transparently covered packages which 
permit a full view of the product on display. It is inter- 
esting to note at this point that these transparent cover- 
ings are made from another plastic sheet material, cellu- 
lose acetate, and that therefore the new product repre- 
sents two contributions of the plastics industry. 

Garters and braces are arranged for packaging on cards 
which carry suitably printed messages and identifica- 
tions. These cards are inserted into package bases of 
set-up box construction and the transparent hoods com- 
plete each unit. Belts are coiled and thus require no dis- 
play cards, fitting neatly into their paper bases. Trans- 
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parent hoods here permit both a top and side view of 
the product. 

A set designed to sell three units of the new merchan- 
dise—belts, braces and garters—for gift purposes has also 
been developed. This consists of a telescoping set-up 
paper box with embossed foil covering on the lid. 
When the lid is removed for display purposes, the three 
items are disclosed, each separately housed under a rigid 
transparent hood. The unit packages may be with- 
drawn from the base of the gift container. 

The Elasti-Glass packages were first introduced to 
dealers and consumers during October of the current 
year. To date, they have achieved a very wide dis- 
tribution and enthusiastic reception, it is reported, both 
from the trade and the ultimate consumer. The novelty 
of the product has, of course, earned the company a great 
deal of publicity and this has been actively followed up 
by advertising in consumer publications and apparel 
trade journals. 

Elasti-Glass containers made by W. C. Ritchie & Co. 
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BREAKING THE BREAKAGE BUGBEAR 


Surgical catgut must be carefully protected from contam- 
ination, moisture and abrasion. It is, therefore, 
marketed in sealed ampoules, breakage of which in 
transit is ruinous, because the tubing fluid is then lost 
and the carefully sterilized suture within it contami- 
nated. Even the slightest fracture of the protective glass 
wall is sufficient to put the product under suspicion and 
make it unusable in the human body. 

Davis & Geck, Inc., manufacturers of surgical catgut, 
had a breakage problem on their hands which they 
naturally wanted to eliminate. The package in use 
when the breakage bugbear was taken into considera- 
tion was a set-up box which was so constructed as, it was 
hoped, to afford maximum protection for the product. 
A double wall construction was used, the inner container 
forming a shoulder upon which the partially telescopic 


Right: The newly designed suture vial box 
which holds each ampoule securely in 
individual cardboard tubes, thus eliminating 
breakage. Note the patented hinge con- 
struction which permits easy access to the vials. 
Below: The old box with double base con- 
struction and paper inserts to hold the vials in 
position. This box was more expensive to 
manufacture, was harder to fill and did not 
protect the vials against breakage in transit. 


In which Davis & Geck, Inc., find that a specially designed 
box eliminates the breakage of its surgical suture vials 


lid was positioned. Two paper inserts, so corrugated 
as to receive six ampoules each, were inserted in the suture 
vial container. 

Despite the fact that the construction of the box was 
strong, breakage was found to be high enough to pose a 
definite problem. Thus a new type of suture vial box 
was sought and eventually found. The newly designed 
box eliminates the double base construction since the 
manner in which the vials are positioned in the con- 
tainer makes this unnecessary. The ampoules nestle 
securely in individual cardboard tubes, cushioned at the 
top with a resilient pad. Thus each vial is protected, 
the individual tubes forming a sturdy partition between 
each of the twelve ampoules. An interesting feature of 
the new container is a patented lid hinge construction 
which gives ready access to each (Continued on page 94) 
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1. Oval-shaped bottles in quart and pint sizes are the new mem- 
bers in the Carters Ink Co. line for the merchandising of inks. The 
private mold containers with concentric rings are unusual in design, 
the bottle shape and decorative elements providing a non-slip, 
easy grip. The bottles are equipped with a directional pour-out 
feature, enabling the user to fill small ink containers with ease. 
The lower band on the labels designates the particular type of ink, 
while the upper section of the band carries an illustration which 
likewise ties in with the ink type. Thus tropical fish appear on the 
labels for washable ink, geese flying across a sky, signifying a per- 
manent ink, etc. Each label is printed in colors to correspond 
with the shade of ink in that particular package, making each ink 
product quickly distinguishable. Bottles by the WHazel-Atlas 
Glass Co. Bakelite cap for end of pour-out by Colt’s Patent Fire 
Arms Mfg. Co. Rubber pour-out by Ohio Rubber Co. Labels by 
the Dennison Mfg. Co. 


2. A talking teakettle points out sales features on the sides of a 
corrugated container which serves as sales package as well as 
shipper for the Electromaster automatic teakettle. A linen weave 
pattern serves as background for the two color black and red de- 
sign. Illustration on the box top shows how easily the cord is 
plugged into an electric outlet. Carton produced by The Hinde 
& Dauch Paper Co. 


3. Montgomery Ward & Company's Quikleen Liquid Dentrifice 
makes its appearance on the market in a stock bottle which has 
some interesting features. The broad base eliminates tipping over 
of the bottle and the vertical grooves on the sides of the container 
provide not only decorative elements, but a sure grip as well. 
Two plastic closures are utilized, one to seal the bottle mouth, 
the other to seal a small opening which permits the pouring of a 
few drops of the product at atime. Thus the bottle may be easily 
filled on the production line and the consumer is, at the same time, 
provided with ea unit which is convenient to use. Bottle by the 
Maryland Glass Corp. 


4. Robbins Tire & Rubber Co. inner tubes reach the consumer in a 
tamper-proof container. The fibre can with tin ends is equipped 
with a string opening device. Once the string is pulled and the 
can opened, the container cannot be re-sealed. Thus a factory 
fresh product is assured the consumer, tampering, handling and 
soilage being eliminated. Container design on front and back 
panels employs a poster-type layout, permitting visibility from a 
considerable distance. Side panels are given over to a message 
concerning the product. Instructions for opening the pull string 
container are plainly printed on the label. Produced by the Sefton 
Fibre Can Co. 


5. By the simple addition of a Santa Claus face on the top of 
their regular cotton picker package, Bauer & Black have produced a 
clever gift container. The protruding cotton flu# forms a snowy 
white beard for Santa and the provision of space for the insertion 
of the names of the recipient and the donor of the gift adds to the 
holiday atmosphere. Container by W. C. Ritchie & Co. 
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6. Specially planned to hold McCallum stockings in the new 
“Banjo” color, this banjo container is a novel holiday item. The 


sn, body of the banjo is made of transparent acetate printed in red and 

IP, green stripes with a transparent horizontal panel around the center 

ut On this panel is imprinted the product name. The hose fit into the 

3e. transparent body. A wooden banjo neck with white lines to 

1k, resemble banjo strings is fitted onto the body to produce a realistic 

ch simulation. Red ribbon is attached to the neck so that the in- <3 C OTRO \ Bet 
4 genious container may be hung on the Christmas tree. a. : . ? PICK R pe 
id 

nk 7. Odsilvie Sisters’ Swing hair fragrance and brilliantine have been 

as dressed up for the holidays. The two bottles are equipped with 

re round gold labels which together form the monogram ‘“O S”’ to 

DY identify the products. They are packaged together with an 


atomizer in a white oval box with diagonal slender gold stripes 
and the gold monogram on the front panel. Narrow pipings of 
red complete the design of the container which serves as a com- 


a pact display unit on the store counter. Designed by Bond Morgan. 
35 Box by the Niagara Box Co. Bottles by Swindell Bros., Inc. Bottle 
le caps by Brass Goods Manufacturing Co. Bottle labels by Halpen 
2 - Labeling & Printing Co. 
is 
le 


8. London House Ltd. introduces a new gift container for its 
military brushes. The container is cleverly constructed to display 
the important features of the brushes—the backs and the bristles. 
A transparent acetate tray holds the brushes in an upright position 
and is mounted on a covered boxboard base. A convenient 
carrying handle divides the tray into two compartments and pro- 
trudes through a slit in the cover of the box. The cover is covered 
in ivory paper with a maroon saddle printed in gold. The acetate 
tray is printed in white, the remainder of the unit being executed in 
gold on maroon paper. Designed by Everett W. King. Manu- 
factured by Shoup-Owens, Inc. 
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9. A practical and dust-proof dispensing unit has been introduced 
by Fibre Cord Co., Inc. for its two-tone ribbons. Each spool of 
1/,in. ribbon is now packed in its own dispenser which is equipped 
with a cutting device. The container’s sturdy construction affords 
double protection to the ribbon—in transit and in use. The spool 
cannot be pulled from the dispenser, but the ribbon unwinds freely 
and may be easily cut off to desired lengths. The unit insures 
clean, fresh ribbon at all times, solves the cutting problem and 
indicates the color of ribbon contained within at a glance. 


10. Women have long protested against the wide-mouthed can 
for syrup. They have claimed to have trouble opening and closing 
such a can, since it is a sticky business to measure syrup by pouring 
it from a wide-mouthed container into a smaller receptacle such as a 
syrup pitcher, measuring cup or spoon. A. E. Staley Manufactur- 
ing Co. has developed a pouring spout for its syrup cans which 
permits the flow of syrup in a clean and controlled manner. A 
simple cap is fitted into a spout opening in the regular lid. This 
| cap is flat so that containers can be stacked for shipping and storage, 
thus adding no extra expense or handling headaches. Can by 
American Can Co. Pouring spout lid by Williams Sealing Corp., 
Division of Crown Cork & Seal Co. 
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Say ‘‘Let’s change the package’’ to the average group of 
plant executives and you will either start a hasty trip 
to the nearest exit or a long series of discussions, con- 
ferences and debates, for the very idea of package change 
in most plants suggests something so drastic and so com- 
plete as to be avoided at all costs if possible. When the 
decision to make a change is finally taken after such re- 
sistance, it is but natural that the process of change 
should be difficult and often result in turning the whole 
plant production, merchandising and sales set-up topsy- 
turvy for months on end. 

Not so at the Kellogg Co. They do not change their 
packages flippantly with the fads, styles or the seasons. 
But they do change whenever change is necessitated by 
a changing world. So it has been with Kellogg's 
Krumbles, a product originally introduced in 1912. The 
original container is designed with a horizontal princi- 
pal face and is printed in the familiar Kellogg colors, 
red, dark green and light green. It opens at the end and 
therefore—it was since discovered—the principal face 
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usually stood in unreadable position on the pantry shelf. 
No effort was made to picture the product or explain in 
any detail what it was. Yet, for all its failings—so 
apparent nowadays—the package was a good one for its 
time. It displayed well, it protected its product and, 
in view of the more limited competition then existing, 
it told enough about the product to encourage its sale. 
Particularly interesting is the use of a cubical content 
measurement on the package, a bit of “‘informative 
labeling’? that perhaps confused more people than it 
actually informed. 

In 1922, the package was changed to an upright style, 
the word “‘Shredded’’ was added to aid in describing the 
product and the descriptive word ‘‘weight’’ was substi- 
tuted for the “cubical contents.’ The upright package 
aided display and insured that the lettering would be in 
readable position when the package stood awaiting re- 
use on the consumer's own shelves. 

In 1928, the package was redesigned and a further de- 
scription of the product given through the addition of 








the words “‘Shredded Whole Wheat.” 
was further added and a side panel explanation of how to 
serve. The imprint of the top and bottom panels was 
changed to carry the Kellogg trade name only to aid in 
identification of the product when stacked on its sides. 
By 1932, a further change was in order and the word 
‘‘Wheat”’ was added to the product name, followed by 
the still more explanatory line, ““‘Whole Wheat 
Shredded and Toasted.’ Throughout these changes, no 
illustration of the product appeared on the package, due, 
for the most part, to the state of carton printing tech- 
nique which permitted only the crudest of illustrative 


A flavoring line 


reproductions. 

By 1935, however, printing processes had advanced 
to a point where a new redesign was in order. A pic- 
ture of the cereal found its way to the face of the package 
and the four-sided rule around each panel was removed 
in favor of less formidable rules at the top and bottom 


of the carton. The lettering was simplified and the 


On the opposite page is seen the new Kellogg Krumbles family. 
is increased and consumer interest aroused by the change of illustration suggesting the use of the product with various fruits. 








whole package ‘‘cleaned up."’. A mechanical change in 
package construction, the “‘easy-open"’ top, was intro- 
duced at this time and so the new package bore an ex- 
planatory legend with suitable illustrations on its top 
panel with arrows pointing to and identifying perfora- 
tions just below the top of the package. 

Feeling that the 1935 illustration of the cereal did not 
do justice to the product, another change was introduced 
by the company in 1937 in the form of a cellophane win- 
dow cut in the face of the package and permitting an 
actual view of the contents. Dieticians were emphasiz- 
ing at this time the value of whole wheat and the product 
name was therefore changed to read ‘‘Kellogg’s Whole 
Wheat Krumbles.’’ Further emphasis was given several 
features by means of arrows pointing to the product. 
Lettering was again changed slightly to make the pack- 
age more modern. 

The use of transparent cellulose windows on a product 


such as this was relatively ex- (Continued on page 63) 


Each package carries exactly the same product, but display value 
Below: 


In reversed chronological order are seen the predecessor Krumbles packages, each representing a high level of packaging 
for its day, but each discarded as soon as techniques of packaging and of package production offered the possibility of improvement 


1935 








1932 
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‘The well of packaging ideas has run dry. Everything 
conceivable that can be done in gift package design has 
been done.” 

So a manufacturer or designer might pessimistically 



























reason after a siege of research and note taking, of day 
dreaming and of scribbling and then of throwing the 
scribbles away—only to emerge from the search sans any 
idea that is new, interesting and practical. Finally, as a 
kind of psychological washing of hands, he may say, 
“There's nothing new in gift package design that can 
‘bring fresh hope to the tired business man and his tired 
business." 

That ideas are not as ‘‘rare as a day in June,’’ but as 
abundant as the common cold is attested by the variety 
of toiletry packages, built around an idea, here illus- 
trated. In a steady stream, the ideas flow from the 
fertile minds of these cosmetic manufacturers or their 
designers or suppliers. 

There are, generally speaking, two kinds of ideas 
Ideas may be based on historic research or they may be 
original, but few, if any, ideas come as absolute inspira- 
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To make a survey of all 
packages planned around a historic or original idea in 
the amount of space apportioned this article would be 
roughly comparable to a panorama of New York City 


tion from no apparent source. 


on a postage stamp. However, to illustrate that there 
is nO moratorium on ideas, here are a few as executed in 
the toiletry field. 

Charbert’s conception of an ‘‘idea package’’ takes the 
form of a polished brass kettledrum, complete with 
tuning screws and parchment-enameled top. The rep- 
lica of an actual kettledrum holds a wooden bowl in 
which the soap is placed. Thus the wooden bow! with 
its complement of soap may be removed, if desired, and 
the kettledrum utilized as a container for cuff links and 
collar buttons or whatever else it is that a man likes to 
keep on his bureau top. 

Another novel improvisation for gift package design 
is the Lightfoot Schultz creation. Known as the Soap 
Persuader, the product is built around the idea of the 
often maligned rolling pin. A pound of soap, which 
forms the roller, is found on a wooden pin. It comes 
packaged in a drop-front, set-up box with hinged lid so 
that ample display is afforded the novel unit on store 
counters. A clever verse is imprinted on the drop-front 
panel, indicating that the designer of the Soap Persuader 
conceived the rolling pin idea from the old and hallowed 
joke about the rolling pin brandished by an irate spouse. 

Historic research is the basis upon which Solon Palmer 


built ics American Memories line. Each of the com- 
ponent parts of the packages in the family group 

labels, bottles, boxes, wrappers, etc.—are assembled in a 
manner which captures the atmosphere of America’s 
past. The full color lithographed labels, decorating 
the hinged lids of the set-up boxes, depict costumes, 
coaches, etc., reproducing those utilized about 1847. 
The bottles are designed to duplicate authentic glass- 
ware used in America about 1847. The choice of box 
papers, the selection of bottle labels and soap wrappers, 
the discriminating use of soft blending colors, all this 


1. A decorative replica of an old-fashioned hob-nailed bottle is 
utilized by the Allen B. Wrisley Distributing Co. for the merchan- 
dising of its cologne. The bottle is topped by a wooden closure 
and is provided with a Sylphseal band to assure a tight closure. 
Note the small label suspended from the bottle neck. The product 
name is imprinted on a small square of transparent cellulose. 
Sylphseal by the Sylvania Industrial Corp. 2. This cylindrical 
container, easy to carry and designed to appeal to the feminine 
taste, holds ten bath sponges saturated with Schiaparelli’s Shocking 
perfume. The bath sponges dilate into wash cloths when dropped 
in water. The package, with its good supply of sponges, is easy 
to pack into the traveling case and is even small enough to be 
carried in the handbag. 3. Four tiny bottles of Rubicon perfume 
are set in the die-cut base of a replica of a merry-go-round. A 
tin awning, striped in red and white, surmounts the gold 
foil-covered pillar rising in the center of the round platform. 

“Spin and Win,’ a roulette wheel in a gaily decorated box 
Four small bottles of Schiaparelli perfume are tied to the wheel. 
Release a spring and the wheel spins. 5. Shaving soap in a 
kettledrum. Charbert’s shaving soap is found in a wooden bowl 
which, in turn, is found in a polished copper kettledrum, 
complete with tuning screws and parchment-enameled top. 
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would seem to indicate that historic research was made 
in order to make the toiletry line authentically an Amer- 
ican Memories family of packages. 

Further examples of the novelty and ingenious gift 
package constructions possible, are the Schiaparelli 
creations, each planned around a definite idea. In one 
instance, the company has evolved a gift container for 
its Shocking perfume by utilizing the idea of a mountain 
chalet. Four small bottles of perfume are set in die-cut 
sections on a revolving disc set in the base or “‘floor’’ of 
the miniature chalet. When a spring is touched at the 
back of the unit, the chalet becomes a music box and the 
disc revolves, making the perfume bottles ‘“‘glide’’ 
through the double doors to the tune of a French minuet. 
The tiny Alpine cottage is executed in white with a red 
““porch’’ and roof and is decorated with simulated 
mountain flowers. : 

Another Schiaparelli idea takes the form of a roulette 
wheel package. A set-up box with hinged lid is dec- 
orated with an all-over pattern of numbers. Open the 
lid and four small bottles of Shocking perfume are found 
nestled in a round compartment or roulette wheel. Re- 
lease a spring and the roulette wheel spins around and 
around. 

Manifestation of the ease with which “‘idea packages” 
can be planned is the fact that Solon Palmer, in addition 
to its American Memories line, has created another 
unique package. This is known as Dress Parade and 


takes the form of a sentinel. The square shouldered 
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bottle is equipped with a black wooden closure which 
resembles the sentry’s hat. The label takes the form of a 
diagonal band across the body of the bottle, similar to 
the chest band worn by a guard. To complete the en- 
semble, the bottle is displayed and sold in a container 
resembling a guard’s station. The lid is of transparent 
acetate, affording complete visibility of the sentinel 
package within. 

In step with the idea developers is the Rubicon organ- 
ization. Its perfume is marketed on a miniature merry- 
go-round. Four small bottles are (Continued on page 92) 


6. The Soap Persuader is not to be used by the irate spouse, but 
is to be used in the bath. A pound of soap, on a wooden pin, 
forms the roller. The drop-front construction of the set-up box 
permits a full view of the novel item when on display in the store. 

The hob-nailed glass bottle appears once again. This time it 
contains Jeurelle’s bath salts and is accompanied by a 3-Ib. tub of 
bath salts. Thus the dainty bottle can be refilled from the generous 
source of supply. For a scoop, the little cup-like stopper of the 
bottle serves beautifully. Tub by the Lily-Tulip Cup Corp. 
8. A portion of the Solon Palmer American Memories line. The 
bottle is designed to duplicate glassware used about 1847. The 
art work on the lids of the set-up boxes reproduces coaches, cos- 
tumes, etc., used in this country about 1847. Bottles by Carr- 
Lowrey Glass Co. Plastic closure by Armstrong Cork Co. 
Lithography by Harris Drew. 9. “Set to Music,” a tiny chalet 
with four small bottles of Schiaparelli perfume doing a ‘‘glide” 
on a revolving disc set in the base of the unit. Touch a spring 
and the disc goes around and around. 10. Solon Palmer Dress 
Parade perfume is packaged to simulate a sentinel in his guard 
house. The square shouldered bottle is complete with chest 
band label, sentinel hat closure and display container in the form 
of a sentry house. The use of transparent cellulose permits 
visibility of the novel package stationed within. Bottle by 
Carr-Lowrey Glass Co. Wooden closure by Schutz Bros. 
Label by Richard M. Krause, Inc. Box by Wm. Buedingen & Son. 
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Three sizes of cans now 
in use in packaging un- 
processed Cheddar 
cheese. Note location 
of the valve on each. 
Cans manufactured by 


Continental Can Co., Inc. 


CHEESE NOW PACKED IN CANS 


The packaging of cheese is no novelty. Processed and 
pasteurized cheeses have been available on the market 
for many years in wraps, cartons and other package 
forms. While several of these have recently undergone 
substantial changes in keeping with advances in pack- 
aging technology, these changes do not represent transi- 
tion from the realm of the unpackaged. 

In the case of unprocessed cheeses, however, research 
by the Bureau of Dairy Industry of the Department of 
Agriculture, by can companies, by cheese producers and 
by independent laboratories has recently made it possible 
to secure the advantages of packages for these formerly 
unpackaged members of the cheese family. Packaged, 
sliced and unprocessed Cheddar and Swiss cheeses are 
reaching the market in increasing quantities in new 
valve closed metal cans. The process offers a number of 
advantages to the manufacturer, the grocer and to the 
ultimate consumer. For the manufacturer, the fact that 
the manufacturing and canning process may be completed 
within 36 hours after the milk is received by the factory 
proves particularly attractive. No other work on the 
cheese is necessary since curing takes places in the can. 
Furthermore, there is no shrinkage in weight during 
curing, whereas loss of weight during curing is a factor 
which must be anticipated when cheese is made by tradi- 
tional methods. Such shrinkage runs from 1!/. per 
cent to well over 2 per cent. 
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Development of “breather” valve 
top permits use of canning process 


Two difficulties have previously beset those who have 
sought to can cheese. It was necessary to secure an air- 
tight seal in order to prevent the growth of molds and 
loss of moisture. The latter involves rind formation 
and the consequent reduction in usable percentage of the 
cheese. At the same time, it was necessary to provide a 
container which would allow carbon dioxide to escape. 
To use an unvented can would prove dangerous since the 
discharge of such carbon dioxide during the ripening 
process of the cheese would cause the can to either swell 
or to burst. 

The solution to this difficulty was found in a valve for 
which patent application was first made late in 1932. 
This permits gas thrown off by the cheese to pass through 
a hole in the top of the can, raising a rubber disk and 
escaping under the edge of the metal covering cap. _Pass- 
age of air or moisture in the opposite direction is pre- 
vented since the disk returns to position and covers the 
hole as soon as interior pressure 1s relieved. 

Prior to the development of a suitable container, the 
only practicable method for putting cheeses of the Ched- 
dar type into a salable and convenient form was known 
as processing, in which the cheese is emulsified and then 
run into forms lined with tin foil, Pliofilm or other ma- 
terial which serves as a wrapper and adheres closely to 
the product. The product hardens on cooling and no 
mold formation is experienced (Continued on page 94) 
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FARE THEE WELL 


The giving of good things to eat has always been one of 
the friendliest expressions of holiday greetings. Last 
year and the year before, many National Dairy stock- 
holders took advantage of the Kraft-Phenix Cheese Cor- 
poration’s gift offer. This year, Kraft once again offers 
National Dairy stockholders a gift suggestion. The 
1939 “‘special’’—available to National Dairy stock- 
holders only—is a chest of genuine cedar wood, filled 
with 34 Kraft packages, including a variety of cheeses, 
salad dressings and candies. 

The miniature chest is 14'/; in. long, 9 in. wide and 
7'/2in. deep. It is equipped with a brass clasp and pad- 
lock and may very well be put into useful service after 
the foods have been removed. 

Another welcome gift is a small sized Kraft assortment. 
Nine of the most popular of Kraft products are nestled in 
shredded cellulose in a novel container. An octagon- 
shaped box is covered with a brilliant red flocked paper, 
flecked with a formalized ‘‘snowflake’’ design. Dis- 
tribution of this smaller assortment is confined largely 
to members of the Kraft organization, Kraft distributors 
and Kraft friends and relatives. 

A thorough-going job is done to relieve the Kraft 
friends and business acquaintances of the headaches of 
Christmas shopping. Not only does the company offer 
two attractive gift packages, but Kraft will, upon re- 





Cheeses, salad dressings, candies—they’re all found in 
the Kraft-Phenix Cheese Corp. Christmas gift packages 


quest, insert personal or holiday cards in the gift pack- 
ages and will mail the packages to arrive at approxi- 
mately the date specified. Thus a gift opportunity is 
offered that not only eliminates tiresome shopping, but 
does away with gift wrapping and mailing as well. 

Credit: Cedar chest by Pilliod Cabinet Co. Octagon- 
Shaped box by the Modern Box Co. Flocked paper 
covering by Hampden Glazed Paper & Card Co. Shred- 
ded cellulose supplied by Pioneer Paper Stock Co. 








Above: A genuine cedar 
wood chest with brass clasp 
and padlock holds 34 Kraft 
assorted food items, the en- 
semble being a gift presenta- 
tion available only to National 
Dairy stockholders. Right: 
Nine popular Kraft products 
are found in a bed of shredded 
cellulose in a novel octagon- 
shaped box covered with 
bright red paper flocked with 
a formalized snowflake design. 
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Above: The Sheffield package—identical 


except in surface treatment to the Borden 












unit—occupies a slightly greater shelf area 











than the 1-qt. milk bottle and is approxi- 
mately 1 in. shorter than the familiar glass 
container. Left: Introductory advertise- 
ment by which The Borden Farms Products 
Division of The Borden Co. introduces the 


new fibre container to the consumer public. 


MILK DELIVERY CONTROVERSY 


In the first week of November, the New York milk in- 
dustry—frequently in the news during recent months as a 
result of recurrent strikes, threats of strikes, fights be- 
tween small and large dealers, price decreases and price 
increases—was confronted by a new situation in which a 
new form of milk container threatened once again to in- 
troduce new competitive elements into the confused 
Metropolitan dairy situation. Two leading distribu- 
tors, The Borden Farm Products Division of The Borden 
Co. and the Sheffield Farms Co., Inc., introduced almost 
simultaneously 2-qt. paper containers so priced as to 
provide the consumer a saving of 1'/2 cents per quart in 
the cost of door-step delivered milk. Both announce- 
ments were presented to the public through newspaper 
publicity and full page newspaper advertisements. 
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Economies gained by volume sale through new 
container adduced as reason for price reduction 


The containers are rectangular, 2-qt., 1-trip, prefabri- 
cated fibre packages similar in all respects except size to 
one of the types previously used for store sold quart 
units. The introduction of the new containers, it is 
claimed, represents a very substantial investment on the 
part of both distributors, the Sheffield Farms Co. report- 
ing its cost incident upon the introduction of the new 
container to be in excess of $300,000 and the Borden 
figure, it may be presumed, is fairly close to that of the 
Sheffield organization. In addition, substantial in- 
vestments have been made by the container supplier in 
the form of equipment for the production of vast quan- 
tities of these containers which will now be required to 
meet the needs of the New York market. 

Both companies emphasize, in (Continued on page 90) 
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WASTE SPACE UTILIZED 


In packing cigars, it is necessary to have a paper flap to 
protect the top layer of the cigars against indentation 
from the embossed inside labels used on the covers of 
wooden display boxes. For nearly a century, this fly- 
leaf or flap has been customary in the industry, but 
without notable exception, such flyleaves carried nothing 
but the name of the manufacturer or perhaps a repetition 
of the brand title. 

It had always been done so and, in the tradition bound 
cigar industry, it would perhaps always be done so in 
the future had not A. L. Cuesta, Jr. of Cuesta, Rey & Co., 
Tampa, Florida cigar manufacturers, happened one day 
to look upon his own packages from the viewpoint of 
the dealer rather than that of the manufacturer. “‘It 
would be interesting to the dealer as well as to the con- 
sumer,’’ he thought, ‘if instead of using the customary 
flap, we would present a series of factory subjects that 
would convey some idea of the methods and surroundings 
under which our particular merchandise is produced.”’ 

Among cigar consumers, presentation of evidence that 


Otherwise identical cigar boxes are differentiated by serialized flyleaves, 
thus inducing dealers to display more than one box at a time. 


Traditional protective flyleaf becomes major 
display feature of Cuesta, Rey & Co. cigar boxes 


the Cuesta, Rey product is produced in the traditional 
hand-made fashion would prove an interest-exciting sales 
point. Dealers, too, might be led to mention the fact 
and to proffer the brand if the new flap called it to their 
attention and, finally, the flap would make the package 
differ from all others and thus tend to increase its display 
potential. 

A section of the Spanish hand method cigar making 
floor was used as a background for the flyleaves and three 
separate detailed scenes were superimposed to form a 
series. One shows a close-up of a Spanish cigar maker at 
work. The second illustrates a team of pickers and pack- 
ers while the third shows a Cuban plantation barn. 

In making shipment, the three flaps are assorted so that 
dealers get changing views of the different boxes per 
order. The company reports a marked increase in dis- 
play of the product since the introduction of these flaps 
and a particularly notable increase in the display of 
multiple packages gained through use of the flap series 
rather than of a single flap. 
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1. Four designs proc- 
essed by the new method 
on various widths of 
box paper. Note that 
the design may either 
be “‘spotted” or continu- 
ous as in the sheet illus- 
trated in the foreground. 


NEW PAPER DECORATING PROCESS 


Velour papers have been commonplace in packaging for 
many years. But more recently there have appeared on 
the market so-called ‘‘flocked’’ patterned papers, in 
which the tiny flocked fibres are applied to only certain 
desired portions of the paper. Most of these were striped 
effects since these seemed to be the simplest to produce in 
the early development of the pattern processes. 

A new process, working, it is claimed, on principles 
heretofore not utilized, has more recently made it pos- 
sible to produce much more complicated patterns in em- 
broidery or petit-point effects and in many designs which 
could not be obtained by ordinary flocking methods. 

The availability of applied designs of this sort is 
something which many packagers have long desired, a 
fact the truth of which is indicated by the readiness by 
which they have adopted the relatively limited range 
of patterns heretofore available. 

This process was first adopted for use on wall papers, 
paper doilies and window shades, but more recently, 
potentialities of the process in the fancy paper, wrap 


38 MODERN PACKAGING 


permits roll product of decora- 
tively “flocked” fancy papers 


and box covering fields have begun to be appreciated. 

Chenille processing—as the method of production is 
called—is a process similar to printing in some respects. 
The machines that are used are widely flexible, having 
handled, in individual production, such diverse materials 
as jap tissue and 50 point net foil. At present, the ma- 
chines are not able to handle sheet material, but have no 
difficulty in processing paper and similar webs in roll 
form. It is claimed that embossed papers do not create 
any difficulties in processing since no weight touches the 
paper to crush the most delicate of embossings. 

There is little limitation upon the type of design that 
may be utilized. Any design can be created out of dots 
or lines. Thus an extremely wide variety of figure ef- 
fects are possible. Repeats of design can be had up to 
one per hundred inches. Great durability is claimed for 
paper processed in this manner, it being alleged that the 
rayon flocks are permanently anchored to the paper and 
that, therefore, the material may be worked as simply as 
plain papers by the box maker. The paper, it is said, 
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works easily for turning corners, bends freely and is fully 
as flexible as any processed papers. 

As used in window shades and as coverings for closet 
storage boxes and cabinets, the material has disclosed 
its ability to stand washing with strong soaps or pow- 
ders. The colors used are vegetable dye colors and are 
thus fast for washing and sunlight. The washability 
factor is not of major importance to most packagers, 
but in some instances—on permanent reuse packages 
might prove very desirable. Fastness of color under 
strong sunlight, on the other hand, is of major interest 
to every packager whose products go on display in 
store windows. 

Machinery presently available can process paper up to 
4o in. in width and slitting and sheeting of the paper 
makes possible delivery in a variety of sizes to the user’s 
specifications. A supplementary machine, developed for 
the greeting card industry, cuts cards accurately to size 
right from the roll. It would seem that the same or a 
similar device might well be utilized when it was de- 
sired to cut box wraps directly after processing. Stand- 
ard sheeting equipment or, in fact, any equipment de- 
signed to draw paper from the roll and then process it 
can be utilized with papers decorated by the new process. 

In addition to the applying of rayon fibres to paper, the 
same process has been used to apply so-called “‘sparkle’’ 
or tinsel shredding. Indeed, some papers employ 2- 
color effects, utilizing both flock and tinsel. Such ef- 
fects seem to be particularly attractive when used on 
transparent cellulose, either plain or tinted. 

Credit: Papers here illustrated processed by the Artis- 
tic Flock Novelty Co. 











2. Three patterns produced on 
plain or tinted transparent cellu- 
lose. 3. Greeting cards are 
processed in the roll, auto- 
matically sheeted to size and then 
French folded. 4. Four exam- 
ples of tinsel processing. The 
Cameo design, illustrated second 
from the left, is a 2-color pattern 
with tinsel utilized on the central 


figure and rayon polka-dotting. 


DECEMBER 1939 39 


































LORD 


=} 
_ <i 


{ 
{ 





MLV Rp 












An authentic simulation of 
@ morocco bound book 
forms the gift package for 
Lord Calvert whiskey blend. 
The bottle fits snugly into 
a die-cut nest and may be 







easily removed. The outer 
surface of the package is 
left free of product identi- 
fication, except for a re- 
movable band, the inner 
surface of the lid bearing 
the product name in the 
form of a book plate. 





GIFT PACKS EARN DISPLAY 


December is here and Christmas is on the wing. Gift 
packages are making their appearance and the proper 
holiday atmosphere is found in the containers for Calvert 
Reserve, Special, Old Drum and Lord Calvert whiskey 
blends. 

Lord Calvert, the deluxe number in the Calvert Dis- 
tillers Corp. line, is packaged for the holidays in a spe- 
cial gift book-pack. The container is an authentic copy 
of a rare old volume and has the appearance of a morocco 
bound book, with gold tooling utilized to enhance the 
similarity to the original. The bottle fits into a die-cut 
nest from which it is easily removed. A band encircles 
the book, this band being the only reference to the prod- 


Calvert's new boxes and cartons are 
planned with an eye to dealer desires 


uct itself on the outside of the package. On the in- 
side cover, the name Lord Calvert appears again in the 
form of a book plate. An engraved gift card with space 
for the name of the recipient and sender is included in 
each package. 

Two entirely distinct packages have been designed for 
Calvert Reserve and for Calvert Special. In each case 
the cartons for the bottles have been planned so that 
dealers would not have to re-wrap the packages for gift 
purposes. The motif for the Reserve carton is the period 
of the Calverts, the early settlers of Maryland. Heraldic 
figures of lords, soldiers, musicians, etc., of that period 
are used to carry out the theme in (Continued on page 94) 


Left: Special and Reserve cartons utilize, respectively, spot illustrations of men bowling, golfing, etc., and Heraldic figures of 
soldiers, lords, etc. Note how both of these cartons are designed to offer striking display, the all-over pattern being litho- 
graphed in a manner that permits grouping to give the effect of one continuous pattern. Right: Military drummers in uniform 
appear on Old Drum gift cartons. Four different periods are illustrated, offering the dealer interesting display possibilities. 
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INTRODUCING A BEAUTY BATH 





Recent months have seen the birth of a litter of powders, 
salts, oils and many more accessories designed to bring 
women beauty through the bath. The prospective 
buyer is thus faced with a confusion of products, a pande- 
monium of ideas. If she knows what she wants, she 
can ask the sales clerk. But if she is depending upon her 
own unaided judgment, what does she do? She will 
naturally favor the unusual, the well designed package 
which enhances the inherent quality of the product. 
This does not mean that such packages need be intricate 
or elaborate. On the contrary, they can be simple. But 
they must be direct in the message they convey and not 
offensive to the intelligence of the prospective purchaser. 

Analyzing the recently introduced Xandra, Ltd. line of 
bath toiletries, one finds a consistency of motif in the de- 
sign and selection of materials utilized, so that the pack- 
ages attain an effect which is particularly desirable for 
these products, planned for the “‘higher bracket" 
markets in the industry. 

That three independent designers collaborated with 


Heat-sealed transparent 
bags hold unit portions of 
Sea Moss Foam bath, these 
units being presented in 
vari-sized, string tied 
set-up boxes. Pick-Me-Up 
and Hangover bath fluids 
utilize wine bottle simu- 
lations to achieve  at- 
tractive novelty effects. 


Simple but effective packages introduce Xandra bath 
toiletries to the ever-widening bath accessory market 


Xandra, Ltd. in the development of the packages is in- 
dicative, perhaps, of the thoroughness with which the 
company approached its packaging problems. Set-up 
boxes were adopted for the Sea Moss Foam bath. These 
containers are finished in pink or white, the product it- 
self being found in heat-sealed cellophane bags which 
are, in turn, overwrapped by cellophane band held to- 
gether by a silver foil seal. The pink boxes are inner 
lined with gold foil while the white boxes utilize a 
silver foil liner. The company name and Nautilus trade 
mark appear in restrained lettering on the inner surface 
of the lid, the outer surface being left free of all design in 
the case of the pink set-up boxes and incorporating a 
simple flower design in the case of the white containers. 
The hinged lid boxes are tied with a silk cord to which is 
affixed a foil label identifying the product. The box is 
then wrapped in transparent cellulose. 

Additional members of the Xandra line are known as 
Pick-Me-Up and Hangover. These are ammonia baths, 
claimed to invigorate and refresh. (Continued on page 79) 
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The Armour gift pack- 
age is seen as it appears 
when closed in the 
upper right hand cor- 
ner. The “Dutchman” 

an interior container 
ard platform of set-up 
box construction is 
seen in the fore-ground 
with the display pack- 
ages removed todisclose 
the various non-display 
packages underneath. 


COMBINING WOOD AND METAL 


For a number of years, Armour and Co. has offered to 
its employees and stockholders a holiday gift assort- 
ment of cosmetic items. The original creation of this 
assortment started a demand among employees for 
suitable Christmas gifts and production has expanded 
through the years with increasing demand. The com- 
pany has, of course, profited greatly through the intro- 
duction of its products to new consumers and through 
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Armour and Co. secures a unique 
gift presentation for Luxor toiletries 


the goodwill created, among employees and among 
those with whom the company deals, by the attractive 
presentation. No effort is spared, therefore, to make 
each gift package novel, eye appealing and fully worthy 
of presentation as a holiday gift. 

This year’s package is a uniquely constructed wooden 
box with metal drawbridge top and set-up cardboard 
platform insert designed to permit adequate presentation 
of the individual products while carrying a maximum 
amount of merchandise in a minimum container area. 

The box base is rectangular in shape with a modern 
semi-streamlined effect emphasized by a series of parallel 
grooves cut into the wood and running completely 
around the four sides of the container. The tops of the 
two side walls are machined to a curve, both for decora- 
tive effect and to permit the metal draw tops to open 
easily. The box is spray painted in a two-tone effect 
with an underlying red tone showing through on the 
inside edges and in the side wall grooves, while the re- 
mainder of the side walls is in a most attractive green. 
A unique hinge construction (Continued on page 79) 


Use of the double-hinged brass lids and interior display platform 
creates a most attractive package when the package is open. 
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Labeling Provisions Postponement 


A proposed regulation, postponing for six months the 
application of certain labeling provisions of the Federal 
Food, Drug, and Cosmetic Act, has been passed by the 
Department of Agriculture and its adoption is expected 
without opposition. The notice of proposal follows: 


“To whom it may concern: 

The following proposed regulation temporarily post- 
poning the effective date of the labeling provisions of 
the Federal Food, Drug, and Cosmetic Act, pursuant to 
the authority of the Act of Congress approved June 23, 
1939 (Public—No. 151—76th Congress), is announced 
for the purpose of giving notice to all interested persons. 

‘The Department desires to have the benefit of sug- 
gestions and constructive criticisms from consumers, 
interested industries, and others before this regulation 
is formulated for promulgation. All interested persons, 
therefore, are invited to submit their expressions by 
letter not later than November 15, 1939. 

‘SEAL Harry L. Brown, 


Acting Secretary of Agriculture. 


“$9.01 Effective date of certain labeling provisions of the 
Federal Food, Drug, and Cosmetic Act temporarily postponed 
in certain cases. (a) The effective date of the provisions 
of sections 403 (e) (1); 403 (g), Ch), Gi), G), and (k); 
502 (b), Cd), (2), CD, Cg), and (h), and 602 (b) of the 
Federal Food, Drug, and Cosmetic Act is hereby post- 
poned to July 1, 1940, with respect to any stock of 
lithographed labeling which was manufactured prior to 
February 1, 1939, and to containers bearing labeling 
which, prior to February 1, 1939, was lithographed, 
etched, stamped, pressed, printed, fused, or blown on or 
in such containers, if 

(1) each unit of such stock is identical with every 
other unit thereof; 

(2) such stock is used by the person for whom it was 
manufactured; 

(3) the quantity of such stock held by such person 
on January 1, 1940, equals or exceeds that used by him 
during any period of three consecutive months since 


January 1, 1939; 


(4) such person keeps until July 1, 1941, complete 


Bm \ 


records showing the quantity of such stock held by him 
at the beginning and end of such three-month period; 

(5) such person makes such records available at all 
reasonable hours until July 1, 1941, to any officer or 
employee of the Food and Drug Administration who re- 
quests them; 

(6) non-compliance with the sections of the Act here- 
inbefore specified does not make such labeling mislead- 
ing by reason of its failure to reveal facts material in the 
light of representations made or suggested by statement, 
word, design, device, or any combination thereof in such 
labeling, or material with respect to consequences which 
may result from the use of the article to which such 
labeling relates under the conditions of use prescribed in 
such labeling or under such conditions of use as are cus- 
tomary or usual; and 

(7) such labeling would have complied with the re- 
quirements of the Federal Food and Drugs Act of June 
30, 1906, as amended. 

(b) Notwithstanding the provisions of subsection (a), 
such subsection shall not apply 

(1) to the provisions of section 502 (d) of the Act, 
insofar as such provisions relate to morphine, opium, 
cocaine, heroin, alpha eucaine, beta eucaine, cannabis, 
chloral, or any derivative of any such substance; 

(2) to the provisions of section 502 (e) of the Act, 
insofar as such provisions relate to alcohol, chloroform, 
or acetanilid, or any derivative or preparation of any 
such substance; or 

(3) to the provisions of section 502 (b), (d), Ce), Ch), 
(g), and (h) of the Act, insofar as such provisions relate 
to drugs to which section 505 of the Act applies.”’ 


Tempest in Food Stamp Teapot 

While on the one hand the food stamp plan is being 
gradually extended to additional cities by the Federal 
Surplus Commodities Corp., it has, on the other hand, 
struck a snag in its city of origin, Rochester, N. Y., which 
for a short time seemed to threaten the workings of the 
entire plan. 

On November 14 the Rochester Clearing House Assn. 
resolved to instruct its member banks to apply a direct 
charge of five cents per card to be levied on all food stamp 
cards presented to Rochester banks on and after December 
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<pisuatize YOU 6 


Look at Aluminum Foil packages two ways. 

First, from the outside, as shoppers see them. Foil’s bright sparkle rivets atten- 
tion. Combined with colorful printing, this gives you a stopper that is sure to stand 
out in retail displays. A selling package! 

Second, look inside at the contents. Aluminum Foil keeps the product fresh 
longer because it provides four-way protection. Protects against loss (or gain) of 


moisture ... Against entrance of air or loss of aroma... Against light and its 





photo-chemical action .. . Against radiant heat. 

The combination of eye appeal and product protection makes Alcoa Aluminum 
Foil the perfect packaging material for scores of food, drug and tobacco 
products. You can use it as a wrapper, bag, envelope, lining, or box covering. 
You can obtain Alcoa Aluminum Foil in any form you require... plain or 
embossed, lacquered or printed, unmounted or mounted on all sorts of paper 
or transparent sheeting. 

To answer any questions you may have, our staff is at your call. Write Aluminum 


Company of America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 
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31, 1939. The charge was to be collected at the time 
cards were presented and was viewed by the banks as 
necessary to cover the cost of redemption of the stamps. 

Upon receiving notice of this decision, Milo Perkins, 
president of the Federal Surplus Commodities Corp., 
answered as follows: 

‘This is in answer to your letter of November 16 ad- 
dressed to our local representative in Rochester, Mr. 
John A. McAuliffe. We appreciate the cooperation 
which the bankers of Rochester have given grocers in 
your city since May 16. Bankers throughout the coun- 
try have made this same contribution in city after city 
in the interests of their communities and have handled 
food stamps for redemption without a service charge. 
In Shawnee, Oklahoma, the cost of redeeming the stamps 
has, of course, been borne by the banks, and in addition 
they have sold stamps to certain low-income groups at 
the banks’ expense in order to promote better business 
for their customers. Many bankers in cities that want 
the stamp plan but have not yet gotten it have pledged 
their cooperation. Included in this group is Mr. A. P. 
Giannini, Chairman of the Board of Directors of the 
Bank of America. 

‘The charge which you propose to collect in advance 
from your customers would amount to over one-half the 
net profit of many retail grocery stores in Rochester and 
as one leading grocer has pointed out is for all practical 
purposes a transaction tax imposed by banks. This 
additional cost would tend to be passed on to persons re- 
ceiving public aid. Twenty million persons are now 
living in families receiving some sort of public assistance. 
Studies show that these persons are spending on an aver- 
age of 5 cents a meal or less for food. Through the stamp 
plan we are making it possible for them to have an ad- 
ditional 2'/» cents worth of surplus foods per meal per 
person. This is in the interest of the public health as 
well as in the interest of improving farm income. Our 
farm families make up 25 per cent of our population. 
They have 30 per cent of the nation’s children and yet 
they receive only 11 per cent of the national income. 

“The stamp plan utilizes normal trade channels and 
increases the volume of business activity in any town in 
which it is operating. In Rochester, for example, it 
means over a million dollars worth of new business a 
year for the grocers of your city. The benefits of this 
are felt by other lines of business as well. 

‘We feel sure that bankers in other parts of the coun- 
try will serve the grocers of their towns as they have been 
served by their banks during the past 6 months in the 
cities where the stamp plan has been in operation. Most 
bankers mean what they say in their advertising. They 
want to render a real service to their depositors as well as 
to their communities. The action which your Associa- 
tion proposes would work a particular hardship upon 
the small independent grocer. 

“After very careful consideration of what your pro- 
posed action might mean to the success of the stamp plan 
throughout the country, and after consultation with 
several affected groups we have concluded to advise 
members of the Rochester Joint Food Committee that 
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we intend to discontinue the issuance of food stamps 
there effective December 1 if this charge goes into effect 
on that date.” 

The threat to discontinue issuance of food stamps in 
the Rochester area, should the banks impose the pro- 
posed charge, resulted in the holding of an immediate 
meeting of a committee representing Rochester grocers, 
Chamber of Commerce officers and bankers, and a de- 
cision was taken to defer the assessment of a charge by 
the banks. Secretary Wallace immediately announced 
that plans for dropping stamp issuance in Rochester 
would likewise be deferred and thus the tempest has, 
temporarily at least, subsided with the laurels going to 
the Department of Agriculture and the stamps continuing 
to go to relief recipients. 

None the less, the problem of meeting the expense in- 
volved in redemption of stamps remains on the calendar 
as a potential snag and no final decision has been taken— 
in Rochester or elsewhere—as to just how banks are to 
cover this expense, if they are to cover it at all. 

The stamp plan has expanded to a number of other 
communities, including the following: Little Rock, 
Ark., and subsurban areas in Pulaski County, Ark.: 
Wichita County, Texas, including the city of Wichita 
Falls; Providence, R. I. (first stamp plan city in New 
England); Burleigh and Morton Counties, North Da- 
kota, including the cities of Bismark and Manden; 
Ramsey County, Minn., including the city of St. Paul; 
Minneapolis, Minn. and Madison, Wis. 


State Food, Drug and Cosmetic Laws 

Since the passage of the new Federal Food, Drug and 
Cosmetic Act, some 15 states have passed local acts 
similar in whole or in part to the Federal law. While 
most of these acts carry labeling provisions very similar 
to those of the Federal Act, some significant differences 
are to be noted. 

For instance, the Federal Act requires that food, drugs 
and drug devices and cosmetics must carry the name and 
place of business of the manufacturer, packer or dis- 
tributor upon the package. 

In this respect the California, Connecticut, Indiana, 
Nevada and North Carolina laws duplicate the Federal 
Act as it affects food labeling. Arkansas requires that 
‘‘mixtures of compounds known as articles of food under 
distinctive names . . . state place where article is manu- 
factured or produced.’’ Florida provides an exemption 
as to bottled drinks. Louisiana conforms to the Federal 
Act with the addition of the phrase, ‘manufacturers 
packer, seller or distributor.’ New Jersey duplicate, 
the Federal Act with a special provision requiring vine- 
gar packages to give the name and address of the manu- 
facturer. The New York Act provides a special pro- 
vision for hermetically sealed canned or preserved foods 
not conforming to the Federal Act. North Dakota 
makes no provision as to foods, while West Virginia re- 
quires identification of the producer, the manufacturer 
or the handler. 

The Federal provisions affecting drug and drug de- 
vices labeling quoted above is duplicated by California, 
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The sex of your principal buyers should have 
a lot to do with the color and design of your 
package. Women like dainty colors . . . pastels 
... but men like packages that have a mannish 
appeal . . . strong colors. Heekin knows what 
colors to use .. . how to design metal packages 

. and Heekin knows how to produce the 
package so that it appeals to the buyer. 


THE HEEKIN CAN CO., CINCINNATI, OHIO 
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Connecticut, Florida, Indiana, New Jersey, New York 
and North Carolina. Arkansas and North Dakota make 
no provision of this nature. Louisiana fails to exempt 
prescriptions (exempted by the Federal Act) and uses 
the phrase ‘‘manufacturer, packer, seller or distributor.”’ 
Nevada likewise fails to exempt prescriptions, as does 
Virginia, which also uses the word ‘‘seller.”’ 

Similar differences exist in Louisiana, North Dakota 
and Virginia in respect to the same provisions of the 
Federal law affecting cosmetic packages. 

The differences above are cited to indicate the com- 
plexity of the situation which is now arising to confront 
manufacturers distributing on a nationwide scale. 
Further differences on provisions requiring naming of 
ingredients, statements of quantity, of quality, of the 
presence of imitations, of directions and warnings, of 
the use of official drugs, of the use of non-official drugs, 
of the use of habit-forming ingredients, of precaution 
against deterioration, of sale on prescription only, of 
the presence of coal tar ingredients in hair dyes, are 
found in almost every one of the new state acts. The 
total number of differences, as indicated by a compilation 
of labeling requirements prepared by Commerce Clearing 
House, Inc., is 143, or an average of over nine per state 
on the labeling sections alone. These differences, it 
should be remembered, are as between each state’s law 
and the Federal law. Differences of regulations as 
between states serve to further complicate the situa- 
tion where conformity is desired not merely with Federal 
and one state law, but with existing law in all states as 
well as under the Federal act. 


Store Wrapping Standards 
With the prospect of effectuating savings in the retail 
field variously estimated at from 5 to 25 million dollars 
a year, a committee on Simplification and Standardiza- 
tion of Supply Specifications of the National Retail Dry 
Goods Assn. is pushing a program aimed at the reduction 
of the thousands of odd sizes of bags and boxes used in 
wrapping consumer purchases, to a relatively small 
number of standard sizes. 

The committee, headed by Elmer French, of the Boston 
Store, Chicago, is composed jointly of store management 
executives, box and bag manufacturers, and representa- 
tives of the Department of Commerce. Through its 
chairman it issued an appeal to the heads of stores 
throughout the country to give their active support to 
the standardization program as one of the ‘‘most direct 
and simplest avenues of economy in the retail field at 
the present time.”’ 

‘“We estimate that full support of this project by top 
Management in retailing would bring down the supply 
expense in relation to sales of the average store at least 
one quarter to one half per cent—a reduction of the 
supply expense itself of 12% to 25%,"’ Mr. French de- 
clared. “This is a saving equivalent of more net profit 
than many stores made last year. 

‘Almost any store president who takes the time to 
inspect the number and type of boxes and bags being 
used in his store today will encounter an amazing variety 
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and assortment. If two or three store presidents were 
to compare the variety of boxes and bags used in one 
store with the others, the variance would be even more 
astounding, and all would be immediately convinced 
that the vast differences in types of supplies result in a 
tremendous waste. Great savings are easily achievable 
if the guiding heads of retail businesses are willing to 
join in encouraging the use of more standardized and 
more uniform specifications. 

‘Some stores have felt in the past that there would be 
a loss of individuality in subscribing to such a program. 
Such fear is without substantiation, for the choice of 
color, composition of board and type of box or bag or 
anything that reflects store personality, will be left 
completely to the retailer's choice.”’ 

Manufacturers in the box and bag industry, many of 
whom are giving unqualified support to the standardiza- 
tion program, are reported to see considerable savings to 
stores if they are able to produce large quantities of the 
supplies in a standard size. For one thing, large orders 
on a standard item would enable the manufacturers to 
run a large supply in a standard classification and carry 
reserve stock, instead of being compelled to produce 
boxes and bags to meet the specifications of each order. 

The committee, a standing committee of the Store 
Management Group of the N. R. D. G. A., received and 
acted upon reports of working committees in each of 
four divisions of supply standardization—set-up boxes, 
folding boxes, corrugated boxes and corrugated rolls, 
and bags. These committees have been revising stand- 
ards originally set up in cooperation with the Division 
of Simplified Practice, National Bureau of Standards, 
Department of Commerce, 10 years ago. 

The standing committee reported yesterday that the 
standards on folding boxes and set-up boxes will be 
mailed to all users and producers for their approval by 
the Division of Simplified Practice, represented at the 
meeting today by W. E. Braithewaite. When 80% or 
more acceptance in both fields is obtained, the specifica- 
tions will be recognized as standard practice by the 
Department of Commerce. 

The N. R. D. G. A. committee plans to implement the 
adoption of the standards with a broad program of 
education among retailers as to the economies possible 
through uses of the standard specifications. The stand- 
ards are far reaching in that they cover not only size but 
all other detailed specifications which determine the 
quality of the box or bag. The committee is planning 
the issuance of a ‘‘model order blank”’ as an aid to store 
purchasing agents in ordering supplies covered by the 
standards. 

Illustrating the veritable maze of box and bag sizes 
and types now used by stores, Mr. Braithewaite gave 
the results of a study recently completed by the Depart- 
ment of Commerce. It found in existence a total of 2849 
different sizes of set-up boxes, of which 1935 were the 
individual creations of stores and used in no other than 
the store of origin. Department and specialty stores 
were found to be using 759 different size corrugated 
boxes, and corrugated box production is estimated at 
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$90,000,000 a year. Folding boxes were reported in 
683 sizes, only 193 of which were used by more than 
one store. Paper bags are made for department and 
specialty stores in 250 sizes. 

How the standardization project would reduce the 
thousands of odd sizes with resultant savings was 
reflected in the recommendations of the working com- 
mittees which suggested 75 sizes in set-up boxes, 63 in 
corrugated boxes, 23 in folding boxes and 22 in paper 
bags, as sufficient to cover all needs of the average 
department or specialty store. 


Carton Deception Considerations 

Manufacturers, in a statement recently issued by the 
Toilet Goods Assn., are advised to keep five points in 
mind in studying the carton situation raised by the 
‘‘deceptive’’ containers provisions of the Food and Drug 
Act. The statement follows: 

‘The Food and Drug Administration has made many 
seizures involving alleged deceptive cartons for tubes 
containing tooth paste, etc. It is clear that it is the 
intention of the department to eliminate from the 
market, as far as possible, all deceptive cartons, whether 
for tubes or for jars or bottles. 

‘‘Due to competitive conditions in the industry, it is 
apparent that in the course of years, it has become 
almost an accepted part of merchandising policy to 
make cartons for collapsible tubes oversize. To a lesser 
extent this is also true of bottles and jars. This ten- 
dency has been accentuated by the fact that cartons 
customarily have performed the double function of 
containers and display in stores where the products 
were sold. 

‘The answers to the questionnaire already sent out 
by your board of standards confirm these views, and it 
is apparent from a study of these answers that very 
considerable changes in their cartons will have to be 
made by many manufacturers in this industry. 

‘This will in the long run be a benefit both to the 
public and to the industry, since together with the 
activities of the government under the Pure Food and 
Drug Act, it will place all competitors in the same posi- 
tion, and also may result in considerable savings in the 
cost of cartons. 

‘We counsel working with the Food and Drug Ad- 
ministration and if possible meeting its wishes so that 
necessary changes may be made with a minimum of 
friction and loss. 

‘In studying his carton situation the manufacturer 
may well keep in mind the following points: 

1. The cartons may be shortened, which will in- 
volve in many cases changes in machinery, but this 
may solve the difficulty in particular instances. 

2. Where the alleged deception consists in the use 
of an odd-shaped bottle, a full size picture of the bortle 
on the outside of the carton may remove the objection 
of the Administration thereto. 

3. In all cases the net contents of the package within 
the carton should be prominently displayed on the out- 
side of the carton. 


50 MODERN PACKAGING 








4. Many cartons are over-sized to accommodate a 
sample of another product, or a small size of the same 
commodity which is in the carton. There is no objec- 
tion to this provided both packages are always included 
in the carton when it is shipped and sold, but if it is 
done, it should be clearly announced on the outside of 
the carton. 

5. Remember, and this is most important—Let the 
government know either direct or through the Board of 
Standards if you are proceeding to change the package 
or carton at this time. The Food and Drug Adminis- 
tration is cooperative where manufacturers are taking 
active steps to bring their cartons into accord with the 
provisions of the law."’ 


Food Expenditures 


The Bureau of Labor Statistics of the U. S. Department 
of Labor, in cooperation with a number of other Govern- 
ment agencies, has recently issued heretofore unavailable 
data indicating family food expenditures per week for 
194 specific foods for families of various income brackets. 

While it has long been known that the dollar volume 
of food purchases rises as income rises, these statistics 
now make it possible to study the channels into which 
these increased purchases tend to go. The American 
Institute of Food Distribution, Inc., has built a number of 
tables for specific foods by re-analyzing the Bureau of 
Labor's figures, eliminating data for other than white 
families. 

Some of these tables are here presented, although it 
should be remembered in studying them that these figures 
are based upon a limited survey and cannot be considered 
as final and conclusive in any sense. They may, how- 
ever, serve to a degree as a guide for packagers in antici- 
pating market fluctuation and demand with increases in 
family incomes. Looked upon in this light, food pack- 
agers—even of products not listed—may find general 
indications leading to a degree of guidance for products 
each packager is particularly interested in. 


Canned Asparagus 


This has long been considered a semi-luxury food— 
borne out by the following figures which show a large 
increase in purchases as income rises. This difference is 
particularly outstanding in St. Louis. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

IDGAUEE Ss .diesrds asaksincneiey $0.10 $0.21 $0.10 
Ratse ai Ott is esses ees Z 05 .10 
Minneapolis-St. Paul....... ae 05 sal 
St. ovis... ...... ee .10 .36 .83 
sale Lake City... 2.4. re 05 .10 52 
New: York City.........53 : ee 16 Bs 

Average (not weighted 04 41S .38 


Canned String Beans 


Purchases of string beans, it would appear, do not in- 
crease as rapidly after a certain point is reached. Ina 
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number of instances the amount spent for canned string 
beans by families in the highest income bracket covered 
is less than the amount spent in the lower brackets. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver $0.21 $1.04 $0.52 
Kansas City 26 42 47 
Minneapolis-St. Paul 31 36 52 
St. Louis 16 26 .83 
Salt Lake City 42 73 42 
New York City 10 16 42 

Average (not weighted). 24 49 Se 


Canned Pineapple 

Popularity of canned pineapple in the last few years is 
illustrated by the comparatively large amount spent for 
this product by the lowest income group. Nevertheless, 
purchases rise with each upward step in income. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver $0.36 $0.83 $0.94 
Kansas City 10 62 a fe 
Minneapolis-St. Paul 21 57 73 
St. Louis 10 57 73 
Salt Lake City 47 1.04 1.30 
New York City ; 05 36 52 

Average (not weighted). 22 .67 .83 


Dried Raisins 

Food institute’s unweighted average of purchases of 
dried raisins runs in reverse to the usual picture pre- 
sented by these figures. Lowest income groups purchase 
the largest amount of this commodity. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver..... Ae ae $0.21 $0.26 $0.05 
Kansas City ; .16 10 10 
Minneapolis-St. Paul a 10 10 
St. Louis 05 .16 
Salt Lake City 7 21 31 
New York City .05 16 ee 

Average (not weighted). .21 14 16 


Fresh Lemons 

More lemons are purchased by each group as income 
rises. This is true for every city covered in the survey 
and is reflected in the unweighted average. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver $0.62 $0.88 $0.78 
Kansas City 26 42 68 
Minneapolis-St. Paul 26 36 62 
St. Louis 31 36 .78 
Salt Lake City 73 1.20 1.35 
New York City 42 78 25 

Average (not weighted 43 67 91 


Fresh Oranges 
Large amount of oranges purchased even by the lowest 
income group probably accounts for the greatly increased 
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consumption of oranges in the past few years. Even so, 
a higher income means even more oranges. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 
| ay Coo RR $2.50 $4.73 $6.08 
CTE. G3 dee ee eee 1.56 2.60 3.38 
Minneapolis-St. Paul...... 2.76 3.90 4.84 
DE MBOUIR yc cass 3 oes 2.50 3.02 4.73 
Sale ake City, ......:. oe a7 4.58 5.98 
New York City... <0. , 2.24 3.95 5-23 

Average (not weighted). 2.45 3.79 5.04 


Fresh Grapefruit 

Purchases of fresh grapefruit would appear to double 
with each upward step of a family’s income. The in- 
crease is even more notable as between the lowest and 
middle group. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

DSDNA 5a ena: $1.09 $1.51 $3.69 
Kansas City..... 42 1.20 1.35 
Minneapolis-St. Paul..... 36 99 1.56 
leg Dc.) a aaa : 36 73 LR 
Sale Lake City........::.. “$2 1.09 2.70 
New Yotk City.......... .26 .83 U7 

Average (not weighted). .50 1.06 212 


Canned Fish 

Canned fish is sometimes considered almost a staple 
for low income families. Nevertheless, the Govern- 
ment figures show that purchases increase with every 
upward step taken by income. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver $0.62 $0.52 $1.25 
Kansas City..... .47 52 <1 
Minneapolis-St. Paul .68 94 1.25 
St Louis. .s;;.5.% .68 78 1.20 
Sale Lake City. ...: .. 83 1.09 1.61 
New York City. 16 57 62 

Average (not weighted). S57 We UAH 


Canned Peas 

Increased purchases of canned peas follow larger in- 
comes. In almost every instance, the increase is rela- 
tively constant—a factor which would lead to the con- 
clusion that the physical volume of peas purchased re- 
mains about the same and that the increase in dollar 
volume comes from the purchase of better grades. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver $0.83 $1.46 $1.61 
Kansas City.... 78 62 1.14 
Minneapolis-St. Paul 62 1.09 1.56 
St. Louis 05 10 ; 
Salt Lake City 1.09 125 1.20 
New York City 36 94 1.04 

Average (not weighted 62 91 1.09 


(Continued on page 88) 




















Snare omer ne are 


es 













































THE LOGICAL WAY TO PACKAGE Ke 


THE DAVISON CHEMICAL CORPORATION 








_THE PROTECTIVE ABSORBENT 


Prevent rust, corrosion, mildew or mold 


PROTEK-SORB takes up and holds more than 45 percent of its own 
weight in water or vapor. 

No longer should you worry about moisture damage in your shipments. 
Get away from expensive, messy, greasy and oily “protective” coatings for 
your packages. Stop the real cause of moisture damage—moisture inside 
the package. 

From typewriters to tin — from bars of steel to bakers’ crackers — from 
army shoes to airplanes—any kind of a product that is subject to rust, 
corrosion or mold can be shipped safely from here to HongKong with full 
protection against moisture damage by using PROTEK-SORB. 

The method is simple. A small muslin bag of PROTEK-SORB placed in 
each container keeps the humidity constantly below the dangerous 30 
percent point. 

PROTEK-SORB is chemically inert —clean crystals that can be sealed 
within the shipping container to keep the contents desert dry. 

In storage or shipments, PROTEK-SORB remains clean. It will not swell, 
cake or powder. It is non-deliquescent. It does not get sticky. It will not 
form dangerous corrosive compounds. 

One pound of PROTEK-SORB is capable 
of absorbing approximately ¥2 pound of 
water. 


* 
PROTEK-SORB is supplied in small muslin bags 
2 oz. to 2 Ibs. per bag to fit your individual pack- 


ing problems. 


WE WELCOME YOUR INQUIRIES 


SILICA GEL DEPARTMENT 
BALTIMORE, MARYLAND 
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Here's Stopping Power- TLIAYA 





This intriguing diorama composed of many features that stop and hold shopping eyes. ... 
An actual Santa doll, holding a real SHEAFFER LIFETIME FEATHERTOUCH PEN, is the 
center of attraction; the lithographed setting, backdrop, wings, skis, etc., are in full color, 
replete with the FEEL and CHEER of a giant high-grade Christmas card in diorama; the 
lighted diorama illuminates the LIFETIME ENSEMBLES exhibited below as Christmas gift 
suggestions.... This eye-stopper instantly wins front-line display position as the focal point 
of an unusual large decorated window, or on the counter inside the store—and it has the 


character and finesse that assures of hard-to-get space in exclusive jewelry store windows. 


Consult FORBES for that unusual touch in display advertising that begets buying action. 


FORBES 


NEW YORK CHICAGO CLEVELAND ROCHESTER DETROIT 
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1. A combined display 
and vanity case wherein 
milady is shown a va- 
riety of lipsticks on 
tiny shelves at the 
base of the display and 
also can see immediately 
how it looks on her lips 
in the spot of mirrored 
acrylic resin at the 
top. By sanding the 
shelves and a narrow 
band around the mirror, 
light from 4 lamp in 
the base is delivered 
at just the right spots, 
while the transparent 
plastic sheet remains 
almost invisible. All 
designs created by The 
Displayers and shown 
through _ the courtesy 
of Rohm & Haas Co., Inc. 


ACRYLIC PLASTICS FOR DISPLAYS 


MODERN DISPLAY 


New materials possess characteristics offer- 
ing display features heretofore unobtainable 





The problems of the display designer are many and com- 
plex. He must show the merchandise. He must relate 
it to the advertising message. He must provide a focus 
for consumer interest. When designing counter units, 
he must secure the interest and attention of the consumer, 
concentrating it upon the merchandise or upon some 
feature or sales point connected with the merchandise. 

In seeking means of effectuating these ends, display 
designers have—through the years—turned to many 
materials. They have used glass, metal, wood, card- 
board, silk-screening, printing, lithography, and always 
they have sought to use in their designs some element of 
novelty and eye appeal which would attract the con- 
sumer, plus such constructional features as would please 
the dealer and induce him to allot valuable counter space 
to the display. 

Within the last year or two, a new type of material 
has become available—the plastic acrylic resins. These 
materials offer a number of advantages which induce 


their use not merely in competition with traditionally 
available materials, but because things can be done with 
the plastic acrylic resins which cannot be done with 
other materials. 

Acrylic resins are available in cast sheets in sizes up to 
45 in. by 55 in. They also may be had in formed shapes, 
in cast rods and in specially cast forms. These types are 
the ones most likely to be used for displays produced in 
limited quantities. When higher quantities are contem- 
plated, it may become desirable to use the material as 
either a compression molding powder or an injection 
molding powder, forming the material on the molding 
press to a finished, polished shape. Where sheets, rods 
and bars are used, acrylic resins may be machined to 
various shapes. The material may be heated and then 
bent to any desired curve. Heating an acrylic resin 
piece to the temperature of boiling water, it may be bent 
by hand or across a simple form. It can be sawed, planed 
or drilled with ordinary woodworking tools. It can be 
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turned on a lathe like any soft metal. Thus, it will be 
seen that the material is readily workable without re- 
quiring any great investment in fabricating equipment. 
In fact, usually the equipment already in place in dis- 
play fabricating shops can be adopted at low expense to 
the fabrication of acrylic resin displays. 

Turning to a consideration of the properties of the 
material, we find that it is actually somewhat clearer 
than glass. It is possible, by adding pigments or dies, 
to achieve tinted transparencies of any shade or color 
and any degree of opacity. 

Most unusual among its qualities is its ability to 
“pipe” light. It is so clear that light shot into the 
material at one end will be transmitted or “‘piped’’ 
around sharp curves and corners without appreciable loss 
of intensity. Because of this quality, it is possible to 
light displays constructed of acrylic resins at remote 
sources located in the base of the display and to carry 
the light in preplanned fashion to any desired point. By 
roughening areas (lettering, etc.), it is possible to 
brightly light desired portions while polished, un- 
roughened surfaces remain almost invisible. 

Other qualities are likewise advantageous from the 
point of view of the display user. These materials possess 
a high permanency of dimension and a high degree of 
rigidity. They are tough and strong and highly resis- 
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2. A new twist in display work provides a vertical, edge- 
lighted sign and a4 horizontal shelf for the product itself, 
Since the material is thermoplastic, the twisting operation is 
accomplished simply by heating and shaping by hand. The three 
rods at the left ‘‘pipe’’ light to the product from a source 
in the base, where illumination for the edge-lighted sign 
is also provided. The sign is engraved with a simple rout- 
ing tool. 3. Two transparent acrylic resin hands form a 
dramatic display for rings—as durable as it is graceful. 


tant to water and to other materials which might damage 
other types of displays. Thev are resistant to weather- 
ing. They can be silvered for efficient mirrors and they 
may be colored by various methods over selected areas for 
lettering or decoration. 

Armed with this unusual battery of favorable quali- 
ties, the acrylic resins have already—in the short time 
they have been on the market—achieved a relatively 
wide usage in the display field. Yet, such usage in no 
way measures up to their full potentialities and it may 
be safely predicted that the future will see an infinitely 
wider number of applications of the acrylic resins in the 
display field, despite the relatively high unit cost of the 
material. As against this cost, displayers have the 
possibility of securing this not heretofore obtainable 
material of a relatively low fabrication cost, arising from 
the fact that the acrylic resins are easily worked and are 
of a nature which make simple forms and simple de- 
signs generally desirable. 

The illustrations on these pages are special designs 
created for Modern Packaging, not so much with a view 
toward their practical application as for the purpose of 
demonstrating the various possibilities inherent in these 
materials. These designs have a number of elements in 
common it will be noted. First, they do not fall into 
the usual fallacy of most displays—namely, concentrating 















































attention away from the product and onto the display 
itself. They serve rather as stage settings for the prod- 
uct and the message. They require little or no fancy 
and applied decorations. Their only function is as a 
display and this is their prime reason for existence and 
they need not justify themselves to the dealer by the use 
of fancy decorations. 

It will be noted also that these fixtures follow the 
most modern lines of design. They utilize smooth sur- 
faces inherent in their material. Their planes, angles 
and curves form pleasing shapes and because the material 
is attractive to look at and to touch and because it is 
sturdy and permanent, displays of this sort are considered 
by the dealer as store fixtures and are valued accordingly. 

From the viewpoint of the dealer, they are advan- 
tageous both because of sales-creating potentialities and 
because they improve rather than detract from the ap- 


4. A serpent tempts a modern Eve in a catchy display for small 
items. A disc of transparent resin is cut to a spiral with a 
jig-saw, heated, then stretched to this coil by hand. 5. An 
effective display for spectacles, cut from an acrylic resin 
sheet with ordinary wood-making tools, provides space for eye- 
catching photographs and holders for the product. 6. For per- 
fumes, cosmetics and other small-package products, this display 
gives equal prominence to each item of the line as well as pro- 
vides space for selling copy. The packages fit in small holes 
drilled in a resin bar which in turn is attached to an acrylic 
sheet. Illumination, from lights concealed in the base, is 
conducted through the sheet to highlight each package. 


6 


pearance of the well-planned modernly equipped retail 
institution. In addition, dealers welcome the fact that 
such displays are easily maintained and easily cleaned 
and that they do not fade, crack or otherwise show wear 
over a long period of use. Thus they may frequently be 
sold to the dealer or be given on a ‘‘deal’’ as compensa- 
tion for quantity purchases. They are, in fact, particu- 
larly suited to this type of usage, although in smaller 
sizes, the acrylic resins lend themselves almost equally 
well for use as permanent displays. 

A close examination of the illustrations accompanying 
this article will disclose a number of unusual possibil- 
ities offered by acrylic resins. The use of the light trans- 
mission quality in connection with mirrors, as in illustra- 
tion 1, solves the difficult problem formerly encountered 
whenever a mirror was to be used as an eye-attracting 
portion of a display. The use of (Continued on page 62) 
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1. A jolly little skier, who looks as if he were ready to zip down 
a mountain side on his 11 in. real wooden skis, is making his appear- 
ance on ski shop counters. Processed in full color, this unique 
die-cut cardboard skier smiles over a full size can of Skigliss, a { 
product of the Dee Bee Importing Co. The display unit ties in 
with the company’s advertising campaign, the keynote theme behind 
the campaign being ‘Ski while others wax.”’ 


2. An effective merchandiser, utilized by Holton & Adams, Inc., 
holds 3 doz. ‘‘Zel’’ tooth brushes. The unit is printed in two 
colors to match the individual tooth brush cartons and is so con- 
structed as to allow full view of the complete range of colors and 
brush shapes. The merchandiser originally serves as the shipping 


container, packed with a stepped sleeve and a corrugated lining 





for protection. Price space is provided on the front pane! so that 
consumers may help themselves, thus saving salesclerk time. Pro- 
duced by Alfa Displays, inc. 






————— 


Apply SKIGLISS 


but once a year! 


The World's Finest Ski Wax 
Used by Chompions 






3. Here's a type of window display that the druggist will probably 
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be most happy to receive, since it features a general type of mer- 























chandise rather than one particular product and thus promotes a 
variety of products. Given space in the drug store window, the 
display should help to remind the male passerby to replenish his 
shaving needs—whatever they may be. The different methods of I 
shaving as practiced in these times are prominently illustrated. 
Created by United Drug Co. and lithographed by The Forbes 
Lithograph Co. 


4. Since the Micro-Dial expansive bit is a new product in the H 
Irwin Auger Bit Co. line, it was decided that a display would be 

necessary to bring the item out on store counters where the public 
could become acquainted with it. A display card was prepared, 
the card being die-cut to hold one Micro-Dial bit in its sales con- 


tainer. The consumer can thus readily see the actual product as 
well as get a comprehensive idea as to its construction and per- 
formance qualities from information given on the card. Display 


card produced by Typographic Press, Inc. 


5. The Kellogg Co. bicycle display achieves a threefold purpose. i 
It gives the dealer a device which assists him in the selling of products 
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other than Kellogg's Corn Flakes, it encourages consumer self-service 
and it provides a display which permits the presentation of a good 
supply of actual sales packages. The display ships flat, its con- 


struction permitting it to be easily set up to achieve a third dimen- 


on naar 


sional effect. The full color reproduction of the two children 


would seem to attract attention to the basket on the front of the 
bicycle which provides display space for packages. Lithographed 
by Zipprodt, Inc. 


6. The St. Clair Manufacturing Co. presents its Razorette-Jr. in 
individual oval containers with colored bases and transparent 
covers. A larger oval container, with transparent lid, is utilized 
to display the Razorettes-Jr. Attached to the display container is 
an upright placard which pictorially illustrates for the consumer four 
different uses of the product. For the information of the salesclerk, 
the back of the display card contains a complete sales talk with 
hints for making the blades last longer, etc. 


7. Called the Skrip Sales Stimulator, this new display is offered 
to dealers with an assortment of Skrip and Sheaffer's adhesive 
products. Construction is a sturdy combination of sheet metal for 
the table and wire for the super-structure. The table is shipped 
knocked down, but can be re-assembled easily by the dealer. 
Finished in a durable light brown baked enamel, the display har- 
monizes attractively with store interiors and provides a good back- 
ground for the colorful Sheaffer packages. In spite of the display’s 
capacity to hold a good selection of merchandise, its dimensions 
are such as to occupy but a small counter area. The unit is 51!/2 in 
high, 32°/; in. wide and 14!/; in. deep, the table height being 
991/, in. Designed and manufactured by The Washburn Co. 





8. Tests of consumer interest have proved the fact that many people 
are attracted by a picture of a baby as a design motif in advertising 
material or on displays. So if one baby is good, the Centaur Co. 
decided that three babies would be three times as good. Thus 
three baby cut-outs appear on their latest display for Castoria. 
The natural charm of the children is effectively presented in full 
color. Produced by Einson-Freeman Co., Inc. 
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Left: Front view of the new Heublein cocktail 
display. The unit is in three parts, the upper 
portion being suspended on a wooden rod set 
in the display piece and faced with a lithographed 
simulation of the product being poured. Above: 
Changeover from window to counter size or the 
reverse is accomplished by replacement of 
a long rod and facing with a smaller one. 


ADJUSTABLE WINDOW DISPLAY 


Designers of the G. F. Heublein & Bro. cocktail display, 
recently made available to dealers, were confronted with 
a number of problems not the least of which was the 
necessity for securing a high degree of flexibility in win- 
dow size (and particularly in window height) so as to 
permit use of the display in tall windows and in window 
and counter positions where vertical space for display 
purposes is extremely limited. 

They found the solution, without loss of human inter- 
est, action or appetite appeal, in the form of a 3-piece 
unit consisting of a base bearing a lithographed reproduc- 
tion of a number of bottlesof the company’s product ready 
for use on a serving tray. Set above this easeled base and 
seemingly supported only by a pouring stream of the 
cocktail fluid itself appears a head, a hand, a bit of copy 
and a pouring bottle providing an illusion of action by 
the very fact that this entire grouping is seemingly sus- 
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may be converted into a counter unit of shorter height 
after serving original window display purposes 


pended on a single point or line. The illusion is accom- 
plished through the use of a double easel and a small 
wooden rod which supports the upper portion of the dis- 
play at the proper position above the lower section. The 
rod is faced with a die-cut lithographed reproduction of 
the pouring fluid. 

To permit of adjustment in height, each display is 
shipped with two such faced rods, one short one for use 
on counters and in small windows and the second with a 
facing almost 12 in. in length for use whenever vertical 
display space will permit. 

The company reports widespread dealer acceptance of 
the unit, induced in large measure by its flexible feature. 
Increased sales are reported as occuring immediately fol- 
lowing the installation of this display. 

Credit: Display designed and produced by the Brett 
Lithographing Co. 
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The Autopoint Co., manufacturer of mechanical pencils, 
is no novice in the use of counter displays, having success- 
fully promoted a number of these to the stationary trade 
in years past. Yet it has completely revised its display 
program recently in keeping with newly introduced im- 
proved models of its pencils and a widened color range. 

The display is designed to present the product under 
the most attractive conditions and, at the same time, to 
afford the dealer a means of securing sales and keeping 
stock not only of Autopoint pencils, but of leads, erasers 
and other accessory items. 

The unit consists of a wooden base from which rises 
three slanting panels, the center panel being stepped up 
above those on either side. These panels are so slotted 
as to accepc—by slide and draw construction—molded 
urea plastic trays holding a group of pencils. The varied 
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Above: 


counter display, an attractive permanent wooden fixture 


Consumer's eye view of the new Autopoint 


protecting the product against pilferage, but permitting the 
Right: 


Dealer's eye view discloses accessory receptacles in par- 


dealer easy access to a dozen pencils simultaneously. 


titioned wood box at rear of display. Note how construc- 


tion permits withdrawal of loaded molded trays by the dealer. 





PERMANENCE PLUS CHANGEABILITY 





















Autopoint Co. combines wood and plastics to achieve an 
attractive counter fixture with marked utility to the dealer 


colored pencils are thus offered against a background of 
creamy white plastics. They are protected against pil- 
ferage by a glass plate, yet are easily removed by the 
dealer when it is desired to make a selection. 

The center panel is likewise removable, but is com- 
pletely enclosed in wood since this is designed as a per- 
manent display feature with its exhibit portion to be 
changed only after extended periods. For dealer con- 
venience, the rear of the display is equipped with a 
partition box with hinged wooden lid in which can be 
stored a complete range of pencil accessories. 

Credit: Wooden display manufactured by the Con- 
tinental Manufacturing Co. Pencil trays molded by the 
Autopoint Co. Metal nameplate and identification 
plate by Etched Products Corp. Central display panel 
by the Mica Insulator Co. 


DECEMBER 1939 . 61 












ent acrylic resins. The simple unit above makes every aspect of the gloves visi- 
ble without obscuring other merchandising efforts. The base is bent simply by 
heating and laying across a wooden form; the gloves fit into slots jig-sawed 
from a flat sheet. 8. One light provides illumination for an edge-lighted 


acrylic resin sign, cut-out letters and changeable copy in this compact unit, 


7. Nothing blocks the buyer’s vision when counter displays are made of transpar- 





ACRYLIC PLASTICS FOR DISPLAYS 


(Continued from page 57) 





a twisted plane, as in illustration 3, is accomplished by 
simply heating and shaping a flat sheet. While a some- 
what similar effect might be obtained in metal, it would 
be most difficult to achieve it in most other materials. 
Light transmission is used to highlight packages par- 
tially inserted into drilled holes in illustration 2. 
Three-dimensional forms are not necessarily difficult 
to achieve or expensive when fabricated. The spiral 
serpent display is a good case in point, for it is scroll cut 
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from a single flat sheet and formed to shape by a simple 
hand operation after heating. 

It might be suspected—what with so much discussion 
of light transmission as a quality obtainable through the 
use of acrylic displays—that such units would be ex- 
pensive to maintain. This, however, is not the case. 
The great transparency of the material and the light 
‘piping’ quality actually combine to eliminate light dis- 
sipation. The major portion of the light is “‘piped’’ to the 
points where it is wanted and thus sources of relatively 
low wattage may be utilized to produce economical but 
nonetheless effective displays. 

All illustrations are shown through the courtesy of 
the Rohm & Haas Co., Inc. Designs created by The 
Displayers. All rights to the use of the designs here 
shown are reserved. 
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LUCKY SEVENTH—IN FULL COLOR 


(Continued from page 29) 





pensive, particularly in view of the high-speed pack- 
aging operations through which each carton must pass. 
The very infrequent breakage of a transparent window 

so infrequent as not to be a factor deterrent to its use 
for most products—proved a bit of a nuisance here in view 
of the company’s tremendous production, high-speed 
packaging and wide-spread shipment of its products. 
Thus the company looked about for other means of a- 
chieving the pictorial advantages offered by the transpar- 
ent window without the drawbacks involved in its use. 

A short time ago, the means was found in the perfec- 
tion of high speed printing and full color photographic 
reproduction, and the package has now gone through its 
sixth successive change in a period of 27 years. The box 
has been revised to picture Krumbles in combination with 
fruits in full color. One panel of each container pre- 
sents the product as used with bananas, an all-year 
‘round fruit unaffected by seasonal factors and a fruit 
most frequently eaten with breakfast foods of this sort. 
The opposite face of the package is prepared in six differ- 
ent combinations, showing the Krumbles as used with 
various types of berries, apricots and peaches. Emphasis 
is given to the use of ‘‘fresh, canned or frozen fruits’’ in 
order that the dealer may benefit by the use of any of 
these which he may carry. The top and bottom rules 
have been removed to give height to the box and the 
word ‘‘Krumbles”’ is given greater prominence on the top 
and bottom panels for side display. One side panel out- 
lines a series of party games and offers a party game book 
which has definite consumer appeal and which permits 
the company to establish contact with the ultimate con- 
sumer of its product. The opposite side panel describes 
the cereal in detail and promotes its combination with 
fruits. This panel also lists other Kellogg products and 
emphasizes the type of wrapping used by the company to 
preserve the freshness of its product. Some further 
changes in wording on the package have been made to 
achieve further conformity with the Federal Food, Drug 
and Cosmetic Act. 

One of the most notable features of the new container 
is its appearance on display. The seven different panels 
available for display permit the dealer to construct com- 
plete window or counter units of non-repetitive design 
and thus to create far more consumer interest in the pack- 
ages than would be the case if each package merely re- 
peated the wording andillustration of those on eitherside. 

The packages, the company reports, have met with a 
spectacularly enthusiastic dealer reception, particularly 
because they not only display the Kellogg product, but 
suggest the sale of fruits in any of the three forms which 
the dealer may carry. 

Credit: Cartons by the Sutherland Paper Co. Color 
photography by Jeffrey White Studios. Printing plates 
by the Crescent Engraving Co. 
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SALES Builhing 
DISPLAYS 


This highly successful counter display is typical of 
ADVERTISING METAL DISPLAY CO.'s achieve- 


ments for innumerable leading concerns. 


Every item is out in front. And highly visible lettering 
of the product's name and slogan—is another sales- 
building feature of our metal displays. 


Our Metal Signs also feature brilliant eye appeal in 
DuPont High Baked DuLux silk screen or color lithog- 
raphy. A thousand or a million signs are produced 


by us with equal perfection. 


Write for illustrated booklet and full particulars. 


ADVERTISING METAL 
DISPLAY CO. 


Factory and General Offices: 125 N. Green St., Chicago 
Eastern Division: 2 E. 23rd St., New York 
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What we've been doing 


in 1939 


MAY SAVE YOU 
MONEY IN 1940 


1939 has been a busy year for us. Manufacturers have been calling 
for new types of wrapping machines to carry out a wide variety | 
of package improvements. And the need for lower costs has 
prompted many concerns to replace obsolete equipment with our 
faster, modern machines. 

Such activity is an added stimulus to inventive ingenuity. In 
the past year, our designers and engineers have produced out- 
standing improvements in machine design and construction which 
may prove extremely valuable in lowering your costs. Something 


Model CM-2 
High Speed of 380 per min. 


to take advantage of in 1940! 


In addition to producing a better package, modern machines 
Today, speed is machinery’s answer to 


invariably operate at much higher speeds; they save floor space; the manufacturer's problem of rising 

. ee flexibl dj bl costs—and for that reason, the CM-2 fills 

require less supervision; and are more flexible — adjustable to a real need. Designed to wrap compara- 

: . : tively small packages, this machine oper- 

various size packages. In some cases, their greater capacity makes shee na encase Gas enieonen Te 

: : ° ‘ . . to 380 packages per minute, depending 
it possible to step up efficiency along the entire production line. pale ho se va , 

Why not make a note zow to look into the subject with us? Quickly adjustable for different sizes 

j : within its range. Uses plain, moisture- 

Write us, or consult our nearest office for assistance in package proof, or heat-sealing transparent cellu- 

: lose in roll form. In addition to the usual 

improvement or ways of lowering costs. type carton, it wraps boats containing 


loose articles. 


PACKAGE MACHINERY COMPANY . Springfield, Massachusetts 


NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 
Mexico, D. F. Apartado 2303 Buenos Aires, Argentina: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. Model FA-2-Q 


The Last Word in Flexibility 


In recent years, the keynote of wrapping machine 
design has been flexibility. Today, the question is 
HOW flexible. 

Our FA type machines, handling an extremely 
wide size range, can be changed from one size 
package to another in only 10 minutes — 14 of 
former time required. (This change covers all 
three dimensions.) May be equipped to handle any 
type of wrapping material—printed material may 
be used in economical roll form, registered accu- 
rately by Electric Eye. Wraps open boats, curned- 
up-side trays, and extension-edge boxes, as well 
as ordinary cartons. 


PACKAGE MACHINERY COMPANY 





Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING TECHNIQUE 
and PRUDUCTION 


1. An inclined roller conveyor 
brings the bottles in wooden 
cases to an operator on the base- 
ment floor of the Pinkham plant 
who places the bottles into 
the Q-story sterilizer machine. 


PINKHAM PLANT GOES AUTOMATIC 














Replacement of wrap by carton is followed by installation of com- 
pletely automatic line for packaging Pinkham's Vegetable Compound 


The Lydia E. Pinkham Medicine Co., which for 60 years 
of its existence utilized either hand packaging or a com- 
bination of automatic, semi-automatic and hand opera- 
tions, has recently installed a completely automatic 
packaging line in its Lynn, Mass. plant, including a 
number of features unique to the drug industry. 

Until some 1o years ago, the company did all of its 
packaging by hand. At a long bench in the packaging 
room, some 15 men stood and did nothing but wrap 
Pinkham bottles by hand. In fact, these men went 
through the same operation for so many years that the 
floor had to be replaced beneath them where they had 
worn it out. 

Some 10 years ago, the company installed a labeler and 
a wrapping machine and this equipment was utilized 
until July of 1939 when a cartoner was introduced to re- 
place an old package wrapper. Simultaneous with the 
introduction of the cartoner, the basic design of the 





package was modernized and a completely new line of 
equipment installed. 

The new line begins in the basement of the plant where 
conveyors carry large wooden cases, holding 120 bottles, 
from the truck platform from which they are delivered 
directly to a sterilizer. At this point, an operator takes 
the bottles from the cases and places them in the steril- 
izer at a rate of approximately 43 units per minute. 

Wooden cases are utilized—filled at the freight yard 
from freight cars—because the company has found this 
method to be less expensive than the use of re-shippers, 
particularly in view of the outgoing shipment procedure 
followed by the firm which does not allow of further 
utilization of corrugated re-shipper cartons along the 
lines generally followed by many other plants. Time, 
it is claimed, is saved for the sterilizer feeding man, 
since a change of cases now occurs only at three minute 
intervals whereas, if re-shippers were utilized, change 
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20 second intervals. 

The sterilizer is of unique construction, particularly in 
that it operates as a lifting conveyor, having its receiving 
end on the lower floor and its discharge end on the floor 
above. Bottles, when entering the sterilizer, are placed 
on a rack in front of the machine and inserted automati- 
cally by the machine into pockets. In these pockets, 
they are submerged in an alkaline rinse for eight minutes, 
after which they are carried up overhead, upside down, 
and subjected to water rinses. These start at 135 deg. F. 
and end at 180 deg. F. At this point, the bottles are 
subjected to an exposure of steam, so that when they are 
finally lifted to the bottling room on the floor above, 
they are as sterile as possible and spoilage of the product 
is thus prevented. 

The bottles, having been lifted to the packaging floor 
by an elevator built into the sterilizer, are slid auto- 
matically to a conveyor which carries them to the filling 
machine, a vacuum type unit equipped with double over- 
flow bowls and a continuously operating, rotary vacuum 
valve which shifts the vacuum from one overflow bowl 
to the other when the occasion demands. Twelve 
bottles are filled simultaneously and as each bottle is 
filled to the exact level desired, the overflow runs into 
one of the upper bowls and drains from the bow! back to 
the original machine supply tank. Because the ma- 
chine handles twelve bortles at a time, filling of each 
bottle can be performed at a relatively low rate while 
maintaining high total output. Such low rate filling, 
it is claimed, reduces air infusion into the product to a 
minimum and thus insures an accurate fill. 

As the bottles leave the filler, they proceed through a 
short length of conveyor to a single head, automatic 
capper equipped with an automatic cap feeding hopper. 
As a cap comes from this hopper to the capping head, its 
inner surfaces are subjected to violet ray sterilizing light. 
Design of the machine is such as to minimize shock to 
the bottles, the only point at which the bottles stop be- 
ing that point at which the cap is applied. The capping 
chuck is of a floating type and although rugged is of 
light construction, permitting the caps to be applied 
with the desired tension while allowing for minor varia- 
tions of either cap or glass. 

Bottles leaving the capper run past a bottlescope, a 
large magnifying glass and light source, permitting of 


2. Discharge end of the sterilizer on the upper packaging floor of 
the plant. Bottles leaving the sterilizer proceed by conveyor to 

3. An automatic filling machine which maintains high output with 
a relatively slow filling rate by virtue of its 12 filling heads. Bottles 
awaiting filling gather in their proper positions on the conveyor 
ready to replace filled bottles which are discharged toward the 
capping machine. 4. A single head, automatic capper applies 
continuous thread, single shell caps. The bottles then proceed by 
conveyor past light box and magnifying glass where they are in- 
spected. 5. Close-up view of the inspection station, showing 
how the bottlescope permits of speedy examination of every con- 
tainer passing on the conveyor line. The counting unit by the 


from case to case would be required at approximately 
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speedy inspection of container and product without 
slowing up the movement of the line. The bottling 
room itself is equipped with tiled walls and a mastick 
floor. Walls and floor are washed once a week with 
soap and water and every other week the whole room is 
sprayed with a 5 per cent Phenol solution. The room is 
kept closed while the line is in operation and air coming 
into it is filtered and washed. Air is forced into the 
room at a rate of over 100 ft. per minute. 

Capped and inspected bottles leave this room through 
a narrow port and are conveyed to the labeler, the only 
unit in the line which is not completely new. This 
machine has, however, been rebuilt to operate at the 
higher speeds of production required by the other units 
in the line. Glue is applied to the bottle rather than to 
the label and this, it is claimed, eliminates the need of 
mechanical label pickers. 

Leaving the labeler, the bottles are automatically laid 
on their sides and then enter the cartoner. This ma- 
chine successively enrobes the bottles in corrugated, 
protective wraps, places an insert over each bottle and 
then places the assembly into the carton which has been 
automatically set up in preparation for this operation. 
Carton tabs are then closed and the cartons pass through 
another short length of conveyor into a third room where 
they are packed by hand, for shipment, into cases hold- 
ing a dozen cartons each. In this packing room, the 
dozen cases are assembled by hand and are put on a con- 
veyor which carries them to a man who places the single 
cartons into the shipping cases. 

An interesting aspect of the new line is the way in 
which it has minimized breakage. On an average daily 
output of 50 gross, breakage is reported to be held down 
to a maximum of some gs bottles per day. At the point 
of going into the sterilizer, a preliminary inspection by 
the sterilizer feeding operator eliminates an average of 15 
bottles per day. At the discharge end of the sterilizer, 
some 50 containers daily are discarded because of frac- 
tures which become apparent during the sterilizing 
Operation or occur therein. After filling and capping, 
at the point of bottlescope examination, some 30 addi- 
tional bottles may be removed each day because of im- 
perfections of the bottles, the closures or the product it- 
self or because of inaccuracy of fill. 

Credit: Washer and sterilizer by Rice & Adams Corp. 
Bottle filler, capper and labeler by Pneumatic Scale Corp., 


Ltd. Cartoner by F. B. Redington Co. 


inspection station is used by the operator to keep a check of rejected 
containers. 6. Just prior to entering the cartoner, bottles are 
turned from upright to horizontal position. The cartoner wraps each 
bottle in corrugated protective board and inserts a descriptive 
folder. 7. Carton loading station on the cartoning machine. 
Cartons are erected as required for use, loaded and closed while 
in continuous motion. 8. Completed packages discharged from 
the cartoning machine pass through a wall to the casing station to an 
operator who loads them into shipping cases of corrugated board. 
These latter have been previously erected at another point in the ship- 


ping room and proceed to the operator on inclined roller conveyors. 
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1. Typical oilboard shipping stencils. Note how lettering can be spaced to achieve an 
attractive appearance. Oiilboard lubricates cutting dies and prevents excessive weer. 


There are, of course, numerous ways of marking shipping 
containers, both for identification of the goods within 
and for addressing containers to distributors or recipients. 
Labels, tags and seals are frequently used, particularly on 
light weight containers which can be lifted by handlers 
for examination. On heavy corrugated cases and on 
wooden boxes, barrels, metal drums, burlap and cotton 
bags and many other types of packages or shipping con- 
tainers, it is frequently difficult to apply identification of 
the sort described above, many packagers therefore 
utilizing some form of stencil marking. 

To facilitate such marking, stencil machines have been 
developed. These are essentially devices for cuttng 
cardboard or oilboard stencils. They permit of speedy 
and exceedingly neat cutting of stencils and produce 
stencils capable of multiple use over a long period. 
Particularly where numerous shipments to a given ad- 
dress are anticipated, the use of stencils offers more than 
any other marking method in spite of the time spent in 
making the original stencil. Even, however, where 
only a few shipments are to be made to a given address, 
many manufacturers utilize stencils because of the neat- 
ness of the marking provided and because large and 


legible addresses serve to minimize mis-shipments and 
attendant loss. 

Stencil markings are not limited in their packaging 
and shipping use, however, to addressing alone. Num- 
erous manufacturers, who have no addressing require- 
ments, utilize stencils to identify packages held in stock 
to indicate package or container age or to place respon- 
sibility for future disclosure of defects upon specific de- 
partments of a plant through which the merchandise has 
passed in the process of fabrication. 

Frequently stencils prove useful when it is necessary to 
mark shipping cases with gross, legal or net weight, con- 
tents or value, particularly when such factors cannot be 
predicted prior to packing and when, therefore, pre- 
printing of the shipping case to carry this information is 
not practical. 

A fairly large range of stenciling machines are avail- 
able on the market, their initial cost running from as low 
as $95 to a top in the neighborhood of $225. Each ma- 
chine is essentially a device for positioning dies over any 
desired part of the stencil board and for punching the 
board with the desired die. Two methods are utilized 
to bring dies into position. Some machines utilize a 


2. Fancy stencil designs are requently used, being made up to order in brass. 
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1 ECONOMY FLAPS, as their name indicates, save board 

and reduce carton costs. On many cartons it is entirely 
practical to shorten the wide top and bottom flaps as indi- 
cated in the illustration above. With the flaps shortened in 
this manner it is doubly important to have square, tight 
seals insured by Pneumatic Bottom and Top Sealers. 





2 EASY OPENING and reclosing cartons are important 

for continued consumer acceptance of your product. 
Illustrated are two practical reclosure cartons produced on 
Pneumatic machines. RITZ printed carton is inner lined, 
then liner is triple folded and carton top tucked and glue 
sealed. Wheatena plain shell is bottom tucked, then lined 
and top sealed, then inverted and tight wrapped. Both are 
sift-proof and pilfer-proof easy openers. 





K 4 FLAVOR SELLS most food products, so your package 


should be made to retain flavor and freshness and ex- 
clude any odors which might taint your product. Hundreds 
of products depend on Pneumatic made carton liners to 
safeguard flavor. The independent, triple fold, lining top 
closure is another Pneumatic contribution to still greater 


flavor protection for food products. 


DO YOU KNOW HOW... 






1 TO CUT ‘CARTON COSTS? 


2 TO MAKE EASY’ OPENERS? 


3 »- TO INSURE PRODUCT FLAVOR? 


4 TO KEEP OUT WEEVILS? 


5 TO GET LOWER COST 
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4 WEEVILS CAN’T get into cereal packages which are 

double tight-wrapped the Pneumatic way. First a plain 
shell is glue sealed tight at both ends, then the shell is 
wrapped with an all-over glued sheet of strong Kraft 


paper, covering all corners, and finally a printed outer 
wrap is glued tight to all six carton surfaces. This triple 
protection is positive insurance against weevil infestation 
and it is economical too. 


LOWER COST PER CONTAINER is the ultimate aim of every 
packer of liquid or dry commodities. First cost of packaging or bot- 


tling machinery soon fades away if you invest in equipment which gives 


you highest efficiency, lowest maintenance, smoothest performance, in 


short “lower cost per container.” Pneumatic is the answer. 


NEW YORK -+ CHICAGO 


PNEUMATIC SCALE CORPORATION, LTD. 


71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices: 
SAN FRANCISCO * LOS ANGELES 


«PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 
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rotary die wheel which is revolved to bring any desired 
letter under a lever which is then depressed to punch the 
board. Another type of machine arranges, punches and 
dies a straight line, the lever mechanism being movable 
here and moving with the board to the desired position 
under which every letter or symbol is next to be punched. 

Machines are avilable for cutting stencils in various 
sizes, the most common letter heights being '/2 in., °/4 
in., 7/gin., 1in., 1'/2in. and 13/, in. 

Two types of board are utilized in stencil marking, an 
unoiled or plain board being a low priced stencil stock 
for use when stencils are not filed for future usage. Oiled 
board is a processed board, cured with vegetable oils to 
prevent it from becoming brittle and to lubricate the 
punches and dies of the stenciling machines. Oilboard 
stencils are generally used where the shipper wants a 
permanent file of customers’ names and addresses. It is 
claimed that a single oilboard stencil will suitably mark 
from 1500 to 2000 cases if properly cared for. Stencil 
boards are available in sizes from 4 in. by 12 in. to 24 in. 
by 4o in. 

Special stencil inks and self-feeding stencil brushes are 
utilized in marking. These brushes permit the quick 
application of stencil lettering, since the operator merely 
daubs the ink onto the stencil after it has been placed in 
its proper position on the container, the stencil keeping 
the ink away from all those portions which have not 
previously been cut. 

Stencil marking is generally thought of as an extremely 
crude and bold sort of lettering. This is not always the 
case. A careful and skilled operator can readily cut 
attractive stencil designs and a number of type faces are 
available which are both legible and appealing to the 
eye. Special devices are available for circular stencils, 
a form particularly useful on drum and barrel heads. 
Pre-cut numbering stencils for dating or other number 
marking are likewise available. These are usually in the 
wheel form with a handle at the center. In some instan- 
ces, provision is made for inserting, in a portion of the 
stenciling device, a small stencil denoting a month, the 
wheel being revolved to bring the proper date into posi- 
tion. Adjustable stencils consisting of single lines which 
interlock to form any desired wording are also available. 

For elaborate designs incorporating trade marks, 
special types of lettering and similar effects, stencils are, 
on occasion, made up to order by stencil machinery 
manufacturers. Cost here depends largely on size of de- 
sign and amount of lettering. Such permanent marking 
stencils are usually made of smooth brass, sufficiently 
flexible to permit it to lie close to irregular work. 


3. Typical stencil cutting machine. Dies are on the rotating 
wheel and are moved into position under the die punch handle. 
The stencil is moved into position on the cutting platform. 
4. Export shipping stencilings. Note how diagonal lines may 
be cut to form designs. 5. Permanent metal stencils as util- 
ized for figure marking and dating. All illustrations 
courtesy of Diagraph-Bradley Stencil Machine Corp. 
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Say Major Oil Companies 
about their 
STANDARD-KNAPP Case Sealers 


It’s the business of oil refiners to keep machinery running 
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smoothly and efficiently. 


Knowing good machinery when they see it, they choose for 
their own plants, STANDARD-KNAPP packaging equipment. 


Like most large packers of other packaged goods such as 
foods, cosmetics, drugs and tobacco, they standardize on 
STANDARD-KNAPPS . . . for the low per-unit costs, long time 
economy, and freedom from maintenance expense that only 
STANDARD-KNAPP Case Sealers can bring. 


For particulars, write today to— 








STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd Place *« LONG ISLAND CITY, N. Y. 


Paul Brown Building 208 W. Washington Street 702 Society for Sav. Bldg. 300 Seventh Street 
ST. LOUIS, MISSOURI CHICAGO CLEVELAND SAN FRANCISCO 


420 S. San Pedro Street 3224 Western Avenue 1208 S. W. Yamhill Street Windsor House, Victoria Street 
LOS ANGELES SEATTLE iO) SW NN ISRO) 41610) | LONDON, ENGLAND 











STEEL STRAP COIL HOLDER 


The Acme Steel Co. has developed what is known as a 
‘demonstrating coil holder’’ for its steel strapping. 
The compact and sturdy construction of the holder per- 
mits not only demonstration of the product, but ship- 
ment of trial orders as well. Two fiberboard discs are 
held together by a steel hoop to form the housing for the 
coil of strapping. The package permits the easy, safe 


and controlled removal of steel strap through a slot in 
the steep hoop and keeps the unused portion in perfect 
condition. The package likewise eliminates the use of 
tie wires which had to be removed and often caused the 
strapping to tangle and spring out similar to a clock 
spring, thus apt to cause personal injury and product 
waste. An additional advantage achieved through the 
use of the coil holder is the space provided for the im- 
printing of a message regarding the product and for the 
company name. One side of the holder shows a number 
of representative shipping packs, while the other side 
suggests suitable strapping tables and coil holders for 


specific applications. 


SHIPPING CONTAINER FOR FRUIT 


The California Container Corp. has developed a container 
for the transportation of fruit, known as the Fruit 
Cradle, which is claimed to minimize bruising of the 
fruit in packing and handling, while, at the same time, 
eliminating awkward stowage and poor display. The 
container, made of sulphate kraft with a reinforced wood 
frame construction, is strong enough to resist the bumps 
of railway transport or the crushing load of high stack- 
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ing in storage rooms. The wood is said to be undamaged 
by moisture. Instead of the conventional bulge on the 
top of the container, the Fruit Cradle bulge is on the in- 
side, thus cushioning and cradling the fruit. Two wood 
boards are nailed in position to keep the top of the box 
firmly closed. When opened, the unit becomes a display 
box, the two top flaps being so imprinted and scored as 
to serve as display panels. 

Another development by the California Container 
Corp. for the packaging of fruit or vegetables is the 
Wrapak. This is a corrugated wrapper, so designed as to 
fit any size or variety of fruit or vegetables. Die-cut 
windows permit a view of the product, thus eliminating 
unnecessary handling while permitting inspection. The 
portion of the wrapper cut away to form the window 
forms the side panels of the unit. These sections are 
stapled in position so that the fruit or vegetable cannot 
roll out from the end sections. 
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for any purpose the 
logical source is... 


HELMOLD'S 
the standard for 50 
years, due to Quality, 
Uniformity, Durability, 
Accuracy. 














MULTIPLE LABELER 


The Edward Ermold Co. has developed a labeling ma- 
chine, known as the 10-wide multiple automatic, which 
is claimed to be capable of labeling, at standard speed, 
200 bortles per minute with only 20 revolutions. The 
machine labels an entire row of bottles in a single cycle, 
in the case of the 10-wide, 10 bottles being labeled in a 
single operation. Another advantage claimed for the 
unit is an automatic cut-out clutch that is reported to 
stop both the machine and the feeding conveyor in- 
stantly when any undue pressure bears on a moving part. 
This patented clutch device is said to be an important 
safety measure since it prevents breakage of bottles and 
protects both the workman and the machine. Another 
device on the machine is a dating attachment which 
dates the backs of the labels. 





STREAMLINED “METAL BOTTLE” 


The Crown Cork & Seal Co. has recently introduced a 
new type of container for beer and other beverages known 
as the Crowntainer. Aluminum-coated plate is utilized 
instead of tinplate and, it is reported, the ‘‘steel bortle’’ 
is rust-proof inside and outside. A heavy liner of 
Crown's *‘Fermax"’ is sprayed inside the container, thus 
it is claimed 1aking it entirely neutral as to taste and 
odor. The can is streamlined both in appearance and 
construction. There is no side seam or top seam and 
this feature of the can eliminates the possibility of seam 
leakage at these points. Streamlining also has a prac- 
tical effect, since, it is said, it facilitates the exhaustion 
of air from the head space. The pouring. lip of the con- 
tainer is designed to make pouring easy. 
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PHOTOELECTRIC COUNTING EQUIPMENT 


Model 566 photoelectric counting equipment has been 
announced by the Lipman Engineering Co. In the elec- 
tric amplifier the photocell is mounted 4 in. from the 
opening to minimize effects from stray light. One stand- 
ard tube is utilized, having within it both rectifier and 
amplifier elements. Operation is direct current which 
allows, it is stated, maximum sensitivity and ease of 
maintaining adjustment. The control relay is the plug- 
in type and can be removed like a tube for inspection. 
A pair of contacts provided on the relay are closed when 
the light is on the cell. The Model 566 photoelectric 
counter has been tested, it is claimed, for speed of counts 
up to 600 per minute. 





HIGH-SPEED LABELING MACHINE 


A high-speed labeler is being marketed by Pneumatic 
Scale Corp., Ltd., which is said to be capable of operat- 
ing at a speed of 120 per minute on half-pint to full quart 
containers, applying either front only or front and back 
labels. The unit is completely streamlined to give good 
appearance as well as to permit easy cleaning and main- 
tenance. The duplex labeling machine may be built 
with a fully automatic spotting device, if desired, which 
will rotate a round bottle so that it will be in the correct 
position for having labels applied in proper relation to 
raised letters or designs in the glass. 
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BREAD WRAPPING MACHINE 


The American Machine & Foundry Co. has developed a 
new bread wrapping machine which is streamlined in 
appearance and which incorporates new mechanisms to 
meet varying and unpredictable operating conditions. 
General appearance of the machine was planned to create 
a pleasing contour based on modern conceptions of de- 
sign. Since sanitation is so important where food 
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Fig. 1. The new streamlined bread wrapping machine. 





Fig. 2. The predecessor of the machine discussed. 


products are handled, a cream white color for the finish 
was adopted, in addition to the production of an ex- 
terior free from all projections. Chromium plating on 
the handwheels and the use of aluminum grille work 
serves to relieve the solid white color. All major parts 
are covered as a safeguard for the operator. Another 
thought lay behind the creation of a pleasing exterior 
in addition to the need for cleanliness. Consumer pref- 
erence for an article handled by an attractive machine 
was believed to be increased when the public was ad- 
mitted toa plant. A comparison of the new machine in 
Fig. 1 with that in Fig. 2 illustrates the improvements 
made as a result of redesign. 

The new machine operates at a speed of 60 loaves of 
bread per minute as compared to 50 loaves on the old 
machine. Packages may be produced in the new ma- 
chine in either wax or cellophane wrapping. When de- 
sired, a band, carrying price of advertising data, may be 
added to the exterior of the package. A mechanism, 
developed as an adjunct to the machine, provides for 
placing a paper insert on the inside of the wrapping as the 


package is made. 


STATIC ELIMINATOR 


The Simco Co. has added a new unit to its static eliminat- 
ing equipment. Known as the Tiny Midget static 
eliminator, the mechanism consists of a power unit, 4 in. 
by 5 in. by 3 in. and one */\5 in. diameter metal encased 
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static bar. The high voltage lead is brought out of the 
power unit and terminates in the male portion. An at- 
tachment cord terminating in a 110 volt, two-pole plug 
is also brought out of the power unit. A third wire, 
which is the ground wire, is brought out of the side of 
the plug. The voltage carried by this unit is claimed to 
be the lowest ever used in a static eliminating system and 
the current output is said to be so small that any part of 
the high voltage system can be touched without receiv- 
ing a shock. The unit finds application on many small 
industrial machines handling materials of 10 in. width 
or less, requiring only one static bar. The installation 
is simple and the bar can be readily disconnected. 


NEW STOCK BOTTLE 

The Carr-Lowrey Glass Co. has introduced a new stock 
container, known as the 13-0z. bath salts bottle. Design 
of the container is both decorative and utilitarian, the 
eight-sided unit providing an easy-to-grasp bortle as 
well as an attractive appearance. The wide mouth of 
the unit gives easy access to the product and likewise 
permits quick filling on the production line. 











you all a very-— 





PACKOMATIC 


PACKAGING MACHINERY 


Ever since the first issue of this magazine, 


and in every 


succeeding issue up to this time, we have been shouting 


about the fine qualities of Packomatic Packaging Machinery. 


For this December issue we have determined to skip the 


advertising and devote this space to sincerely wishing 


Merry Christmas 


Just in the event that some of you readers have not heard 
of Packomatic Equipment, we will say we believe that we 
manufacture the finest Packaging Machinery in the world 


today. 


And there are a whole lot of Class A product manufac- 
turers in the World who agree with us. To this large 
group of manufacturers and friends, we extend our sincere 


thanks for past favors. 


REPRESENTED IN 


CHICAGO NEW YORK BOSTON 
ST. LOUIS NEW ORLEANS SEATTLE 
SAN FRANCISCO LOS ANGELES 


J. L. FERGUSON Co. 


JOLIET, ILLINOIS 


DECEMBER 1939 
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SEMI-AUTOMATIC LABELER 


Any size package from a tiny '/2 cc. ampoule to a large 
wash tub of 24-in. diameter can be labeled, it is reported, 
on an Edward Ermold Co. semi-automatic labeler. The 
machine is said to be capable of labeling packages and 
objects of all shapes—flat, oval, round. It is further 
reported that the machine cannot only apply regular 
labels three-quarters around and all-around, but can also 
mount leather on pocket mirror and pictures on board. 
It is claimed that the unit can simultaneously apply body 
label, neck label and fojl in a single operation and 
that no matter how oddly shaped a bottle might be, the 
Ermold unit achieves uniformity and precision. This 
mechanical flexibility is accomplished with special 
attachments, the basic design of the machine remaining 
the same. The capacity of the Ermold semi-automatic 
labeler ranges from 38 to 48 bottles per minute. 





PRINTING PRESS 


Klingrose Machine Corp. has developed a press which 
is reported to be capable of printing multi-color roto- 
gravure in register, muiti-color aniline in register, 
gravure and aniline in register or staining and over- 
printing either with rubber plates or rollers or by 
gravure. Construction of the unit is of the heavy duty 
type, permitting high speeds from board stocks to light 
weight papers in widths from 30 in. to 60 in. The 
machine is of the unit type which allows addition of 
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subsequent colors. For example, a 2-color model is 
later convertible to a 3- or 4-color model. Speeds of 
300 ft. and more are thoroughly practical, it is reported. 

The equipment provides for drying between colors on 
the exit side of the machine and it is equipped with 
differential registry control. The printing mechanism 
is equipped with roller bearings and ball bearings are 
utilized throughout the balance of the machine. All 
adjustments are on one side of the machine with simul- 
taneous pressure rollers and application medium devices. 


ROTARY CUTTER 


Abbe Engineering Co. has developed a new design of 
rotary cutter with a solid rotor to which the knives are 
attached and which serves as a flywheel. It is said that 
this design of rotor carries less material around with it, 
thus bringing material into more frequent contact with 
the knives, resulting in faster operation and less heating. 
The rotor design also permits the short knives to rest 
against the shoulder for the full width of the rotor. In 
addition, the solid rotor design makes cleaning easier, it 
is claimed. 


ANILINE PRESS 


An aniline press of rugged design which is claimed to 
permit precision color printing at high speeds has been 
announced by the Kidder Press Co. 

This press, it is reported, embodies a number of im- 
portant developments. All adjustments can be made 
from one side of the press. At arms length from the 
operator are controls for regulating the flow of ink and 
adjustments for both pressure and register. Means are 
provided to separate the impression and plate cylinders 
and ink rollers when the press is shut down, and still 
permit rotation of inking rolls. This prevents trouble 
caused by drying ink, making it unnecessary to wash 
rolls before restarting. To effect adequate control over 
the web, this press is provided with Kidder’s in-feed 
control unit which relieves the type rolls of having to 
pull the paper under heavy tension. The web ts carried 
in a continuous arc which assists, together with the 
rigidity of the press in keeping the paper travel steady. 
The Link-Belt system of rewind is used. Ink control is 
facilitated by extra large fountain rolls and there is a 
precision adjustment of inking roller against plates. 

An accurate “‘kiss’’ impression is made possible by the 
method of adjusting plate cylinders and impression cylin- 
ders. This adjustment is not altered when the plate 
cylinders are raised and lowered for stopping and restart- 
ing. Anti-splash guards are provided. The ink fountain 
pens are easily drained and may be removed quickly for 
overnight cleaning. When it is necessary to remove the 
plate cylinder, the turn of a wing nut unlocks the bear- 
ing. The Kidder Aniliner is offered in one to six colors, 
with gravure units optional, and the large machines are 
provided with a platform system. A variety of thread- 
ups is possible. Widths run from 26 in. to 72 in. and the 
circumferential range is from 15 in. to 36 in. 
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COMBINING WOOD AND METAL 


(Continued from page 42) 





is utilized consisting of round-headed rivets driven into 
pre-drilled holes on either side of the box. The brass 
draw tops snap over these rivets and pivot upon them. 
This construction prevents any breakage due to pressure 
on the hinged tops since excessive pressure merely results 
in snapping off the top which can then be replaced in 
the same manner in which it was first applied. 

The interior partition or ‘“‘Dutchman”’ is of set-up box 
construction covered in a deep maroon shade well calcu- 
lated to set off the pinks, golds and greens of the various 
packages. Receptacles are provided for the visible dis- 
play of eight containers. Nine other packages—and 
assortment of various varieties of soaps—are nested 
underneath the visible containers and thus affords orderly 
display in spite of the fact that it is practically filled 
solid with merchandise. 

The stamped and embossed metal drawplates of the 
cover are lined with the same paper used to cover the 
“Dutchman,” and a cork soundproof strip covers the end 
of one of the drawplates at the point where it makes 
contact and overlaps the other half of the cover. 

Credit: Box designed and produced by Boynton & 
Co. Interior set-up partition and platform by W. C. 
Ritchie & Co. 





INTRODUCING A BEAUTY BATH 


(Continued from page 41) 





In a Rhine-wine type of bottle, sealed with a rubber 
closure and a secondary seal, these two cleverly named 
products are found, a simple label bearing the product 
and company name and trade mark in reverse lettering on 
a colored background. The bottles are encased in silver 
foil wraps on which the labels again appear. The en- 
semble is placed in a black set-up box, resting on shredded 
glassine paper. On the bottom of the box is a colored 
label bearing the product name. 

Credit: Bottles by Swindell Bros., Inc. Rubber 
closures by U. S. Rubber Co. Foil by Carlos, Inc.  Set- 
up boxes by Delta Paper Boxes, Inc. Cellophane bags 
by Franz Euler, Inc. In collaboration with Xandra, 
Ltd., Hangover and Pick-Me-Up containers designed by 
Josephine Von Miklos, Sea Moss bath containers de- 
signed by Tommi Parzinger. Lettering on all packages 
designed by Bernard Kushner. 






MAKE YOUR OWN 


“CELLOPHANE BAGS 


AUTOMATICALLY 





FROM ROLLS 


“‘Modern-Method” plants where production 
is required at minimum cost, find this Peters “Cellophane” 
Bag Making Machine the answer to their “Cellophane” 
bag problem. 


This machine does the entire operation—cuts 
the sheet, applies adhesive and heat for sealing and delivers 
the made bags onto conveyor belt for use. Electric Eye 
enables spot registration of printed material. 


Send samples of your bags and ask us to 
recommend a machine to handle them. Your inquiry will 
receive prompt attention. No obligation. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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GOODYEAR TIRE & RUBBER CO., Akron, Ohio, 
announces that construction of a new plant for the manu- 
facture of Pliofilm will be started shortly in St. Mary’s, 
Ohio. Currently all Pliofilm is being manufactured in 
the Goodyear Akron factories where the output of an 
original unit first was sold commercially in March 1936. 
Subsequent to its commercial introduction, rapidly in- 
creasing demands necessitated installation of master pro- 
duction units until four, the present number available, 
had attained capacity. Even though the four master 
units now are in full production, manufacturing has not 
been able to keep pace with demand and it was to meet 
this demand for increased production that a new factory 
was decided upon. 

With completion of the St. Mary's plant, Pliofilm will 
have its own complete production and sales organization, 
aligned as follows: In general charge of sales, A. F. 
Landefeld; in charge of packaging sales, A. B. Clunan; 
in charge of merchandising and sales promotion, E. B. 
Brewster; New York district representative, William 
O'Keefe; Chicago district representative, H. L. Mc- 
Cleary; Akron district representative, C. C. Ross; 
Eastern technical service representative, C. E. Gardner; 
Western technical service representative, George Brown. 
General Pliofilm production manager is J. P. Maider: 
production manager of St. Mary’s plant, George Lyon; 
in charge of operating and shipping, at Akron, Ohio, 
B. J. Anthis. 


AT A RECENT MEETING of the newly organized 
Society of Designers for Industry, New York, N. Y., the 
following officers were elected: Martin Ullman, presi- 
dent; Frank Gianninoto, vice president; Georges Wil- 
met, secretary-treasurer. The aims and purposes of the 
Society are: To establish a forum where subjects of inter- 
est relating to design for industry may be expounded and 
discussed, to promote new ways and means to make 
design more productive of profit for industry, to protect 
and advance the standards and professional interests of 
industrial designers, to recognize and reward meritorious 
service in the field of design for industry and to sponsor 
expositions which will promote the appreciation of 
design standards. 


WILLIAM C. JOHNSON, vice president of the Ketter- 
linus Lithographic Manufacturing Co., Philadelphia, 
Pa., has been appointed sales manager of the New York 
branch, succeeding Stuart Powers who resigned recently. 


UNION PASTE CO. has announced the purchase of a 
new plant located in Boston, Mass. The company will 
not occupy the plant until April 1940. 
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DR. J. H. TOULOUSE, former technical sales engineer 
for Owens-Illinois Glass Co., Toledo, Ohio, has been 
transferred to the general manufacturing department of 
the company as chief service engineer. Dr. Toulouse will 
continue his contacts from a sales standpoint, but will 
have the added duty of working with plants on major 
complaint investigations. 


AT THE FALL MEETING of the executive committee 
of the National Paper Box Manufacturers Assn., St. 
Louis, Mo. was selected for the 1940 convention of the 
organization. The time will be May 12 to 15 or May 
19 to 22. The Western Division, National Paper Box 
Manufacturers Assn., will convene at the same time 
instead of in January, the customary month for meeting 
of the Division when the National annual session is held 


in the east. 


SHOUP-OWENS, INC., has added to its facilities for 
manufacturing cartons and set-up boxes a new depart- 
ment devoted to the manufacture of fibre cans of all 
standard types and shapes. New facilities for the de- 
partment have been installed in the company’s Hoboken, 
N. J. plant. 


KEN BLAUVELT has been appointed sales representa- 
tive for the Southern territory of the Edward Ermold 
Co., New York, N. Y. Mr. Blauvelt will maintain 
headquarters in Baltimore, Md. 


E. I. DU PONT DE NEMOURS & CO., INC., has 
awarded its first contract for foundation excavations and 
grading on its site in Clinton, lowa, preparatory to con- 
struction of a new plant for the manufacture of cello- 
phane material. 


J. V. SPACHNER, president of the Pioneer Paper Stock 
Co., a subsidiary of the Container Corp. of America, 
Chicago, Ill., has been elected a vice president of the 
parent company. 


FEDERAL TOOL CORP. reports that its new plant 
located in Chicago, Ill., has been completed and is 
now being occupied. 


E. J. TRUM, INC., announce the removal of factory 
and offices to 70-84 Richards Street, Brooklyn, N. Y. 


AMERICAN CAN CO., New York, N. Y., announces 
that its Los Angeles factory 105-A, built to produce 
paper milk containers, has been completed and produc- 
tion started. 
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HORIX— maker of High Speed Automatics—presents 
an Outstanding NEW PORTABLE VACUUM FILLER 


The same engineering skill 
that designed the fully auto- 
matic liquid fillers capable of 
filling 300 bottles a minute, 
produced this inexpensive 
portable machine. Built with 
the same care as the larger ma- 
chines, it has many exclusive 
advantages over other porta- 
ble fillers now on the market. 

A light-weight, balanced 
head with comfort grip enables 
the operator to do more work 
per day. High vacuum main- 
tained at the head, starts fill- pin, all sizes of containers, from vials to gallons, with various still liquids, at 


ing faster. Valves are quickly unusual speed for a small filler. There is no drip or waste. Defective bottles are 
adjusted to bottles of various not filled. Motor operates from any light socket. No installation expense. 


sizes, without the use of tools. 
Rotary vacuum pump gives MANUFACTURING CO. 
2613 CHARTIERS AVE. 


long life with minimum atten- 
tion. Safety features prevent PITTSBURGH, (4) PENNA. 
waste of product, or damage to 
pump and motor. 

Write for complete details on 
this versatile, yet inexpensive, 
Horix portable vacuum filler. 
















YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 

TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS. 
The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 
Motor is underneath, out of the way. 
Equipped with REEVES drive for speed control. 
New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting the machine proper. One for stopping and 
starting filling mechanism. 





No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 





Alll of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stining Device as shown is 


recommended for materials that do not flow 


DETROIT MICHIGAN readily in our standard hopper. 
DECEMBER 1939 - 81 











THE NEWLY FORMED COCHRAN FOIL CO., Louis- 
ville, Ky., has placed an order with the Lewis Foundry 
& Machine Division of the Blaw-Knox Co. for a number 
of foil mills and auxiliary equipment to be used in the 
progressive rolling of strip aluminum to foil. These cold 
rolling two-high mills, it is reported, will form the nu- 
cleus of a new foil plant with facilities to produce, in its 
initial stages, several million pounds of aluminum foil 


per year. 


THE AMERICAN CRAYON CO., Sandusky, Ohio, re- 
ports the establishment of a department in their organi- 
zation for the manufacture of bulk glue. The new depart- 
ment is designated Division of Industrial Adhesives. 


THE SORG PAPER CO., Middletown, Ohio, reports 
that they commenced a $250,000 improvement program 
about a year ago and that plans have been made for the 
completion of this program during the next year. Nu- 
merous additions and changes are being made to insure 
efficiency of production of the company’s products. 


CUTLER-HAMMER, INC., Milwaukee, Wis., has 
announced that Terry Fisher will take charge of its 
northern Indiana territory, with headquarters in South 


Bend, Ind. 


EDWARD J. GREENE has been appointed assistant 
treasurer of the Chain Belt Co., Milwaukee, Wis. 


THE NARRAGANSETT COATED PAPER CORP. has 
announced that it has taken over the assets of The 
National Coated Paper Corp. and are now operating at 
the same address, 740 York Avenue, Pawtucket, R. I. 
Dwight L. Browning is president of the new firm and 


Nicholas B. Young is treasurer. 


D. W. HILL has been elected president of the Williams 
Sealing Corp., Decatur, Ill. Mr. Hill has been asso- 
ciated with the company for seven years and since 1936 
has served in the capacity of vice president in charge of 
sales. Williams Sealing Corp. is a subsidiary of Crown 
Cork & Seal Co. 


JUST HOW MANIFOLD are the modern requirements 
of scales in industry is set forth pictorially in a colorful 
brochure being issued by the Toledo Scale Co., Toledo, 
Ohio, entitled ‘"45,000 Ways to Weigh.’’ The brochure, 
the third of its kind to be issued, is profusely illustrated. 
It contains over 1oo illustrations, showing how scales 
are being used in the United States and abroad. The 
wide variety of sizes is presented also, with part of the 
pictorial layout demonstrating a few of the more obscure 
employments of Toledos, such as inspection of knee- 
action springs for autos, inspection of fabrics, etc. 


SIMPLEX PAPER BOX CORP., Lancaster, Pa., has 
published a catalog presenting stock sizes and designs of 
Simplex boxes. General information concerning rates, 


82 MODERN PACKAGING 


terms and conditions for imprinting Simplex boxes is 
offered and comprehensive price lists are likewise in- 
cluded in the booklet. 


CHAIN BELT CO., Milwaukee, Wis., has acquired the 
business and all of the net assets of Baldwin-Duckworth 
Chain Corp., Springfield, Mass. 


VAUGHAN LITTLE has joined the New York sales 
office of Ketterlinus Lithographic Manufacturing Co. as 


an account executive. 


THE HORIX MANUFACTURING CO., Pittsburgh, 
Pa., announce the addition of Thomas C. Kelly & Co., 
Chicago, Ill., to its sales organization. Thomas C. 
Kelly, who also represents the Consolidated Packaging 
Machinery Corp., has had many years’ experience in 
planning complete bottling installations for distilleries, 
wineries, packers of food products and manufacturers of 
drugs and pharmaceutical products. 


“MODERN PUBLICITY: 1939-40,”’ edited by F. A. 
Mercer and W. Gaunt. (Published by The Studio Publi- 
cations, Inc., New York, N. Y.) Since 1924, this vol- 
ume has appeared regularly with the aim of showing 
each year the best of the world’s work in the field of 
advertising—posters, press advertisements, booklets, 
packaging and display. 

The book contains illustrations of publicity as done in 
Europe, with sectional introductions and examples from 
Great Britain, France, Germany, Italy, Switzerland, 
Hungary, Poland and Sweden. The section illustrating 
publicity work as done in the United States is catalogued, 
discussed and illustrated in a comprehensive manner. 
There are 16 plates in color in the publication and over 


200 monochrome illustrations. 


ACME STAPLE CO., Camden, N. J., has published a 
folder on the subject of attaching articles of merchandise 


to display cards. 


‘FROM CAKE TO CLOTHES PINS" is the title of a 
folder issued by the Package Machinery Co., Springfield, 
Mass. Illustrations of wrapping machines and the prod- 
uct wrapped upon those machines are presented and in- 


formation offered. 


CALIFORNIA CONTAINER CORP., Emeryville, Calif., 
has published three folders describing three different 
types of containers for the shipment and display of 
fruits. One folder illustrates and discusses a package 
known as ‘‘Wrapak.’’ Another brochure details in- 
formation on a sturdy combination shipping and display 
unit known as “‘Fruit Cradle."’ A third folder presents 
data on a corrugated gift box utilized primarily for the 
shipment of pears. 
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ANILINE and\or 
GRAVURE 





NEW KLINGROSE PRESS 
SRE MES BOTH METHODS 





Prints by high-fidelity gravure or low-cost 
aniline process. Its flexibility makes it 
ideal for printing, decorating or a combina- 
tion of both. 


461 Hamilton Ave., Brooklyn, N. Y. 
New York Office, 111 Fifth Avenue 








KLINGROSE MACHINE CORP. 








PACED 
PRODUCTION 
via 
Consolidated 
Super-bagger 
Model 84 


1400 West Ave. 
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NO MORE WASTE IN CUTTING 
TO PRINTED REGISTER 
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DEPENDABLE ACCURACIES IN “SPOT SHEET- 
ING” ARE NOW ASSURED THROUGH THE 


NEW BECK 


DIFFERENTIAL CUT-REGISTER CONTROL UNIT 
For cutting to register. printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 
EYE. 


CHARLES BECK MACHINE COMPANY 
13th & Callowhill Sts. Philadelphia, Pa. 





If you have a major bagging problem investigate 
this combined weigher and bagger for textile 
bags—15 to 20—100 lb. bags per min. 


Consolidated Packaging Machinery Corp. 


Buffalo, N. Y. 


SUMMIT 
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“THE RETAILER’S REFERENCE BOOK of Federal 
Trade Commission Rulings,’’ prepared by the Merchan- 
dising Division of the National Retail Dry Goods Assn., 
New York, N. Y. It is reported that the Merchandising 
Division sifted and analyzed more than 3000 rulings of 
the Commission over a period of years to prepare the 
digest which is pointed particularly toward those rulings 
which affect merchandising and advertising in stores. 

The 150-page volume is broken down into merchan- 
dising classifications for quick and easy reference. Sepa- 
rate sections for textiles; non-textiles; accessories and 
apparel; food, drugs and cosmetics; homefurnishings 
and housewares; small wares and miscellaneous mer- 
chandise are found in the book. Another section supple- 
ments these merchandise classifications in presenting the 
rulings as to misleading advertising practices in such 
points as prices, place of origin and nature of business. 

The reference book confines itself entirely to the facts 
based on a case by case study of the Commission’s rules 
and cease and desist orders. No interpretations or 
gratuitous opinions as to what the Commission holds 
proper and allowed have been added. 

Approved trade practice rules for individual industries 
are summarized in the appropriate sections and existing 
commercial standards for any of the articles of merchan- 
dise covered in the book are likewise summarized in the 
appropriate sections. 

The volume is prepared in loose-leaf form for later 
additions as new rulings are handed down and exten- 
sively indexed and cross-referenced. 


“PATENT FUNDAMENTALS” by Albert Schapp 
(Published by The Industrial Press, New York, N. Y. 
$2.00). This volume explains in non-technical lan- 
guage and demonstrates by practical examples the under- 
lying principles of true invention, procedure in obtaining 
patent protection, drafting effective claims, making as- 
signments, issuing licenses and, in brief, how to protect 
both invention and inventor. 
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The publication includes information on trade marks 
and copyrights, design patents, prints and labels and 
illustrates the different conditions under which these 
protective measures become available. Approved ways 
of defining and protecting an invention are illustrated by 
numerous practical examples and thorough discussions of 
many court decisions. 


AS A SERVICE TO MEMBERS, the American Bottlers 
of Carbonated Beverages, Washington, D. C., has issued 
to its membership a handbook of over too pages entitled 
the “‘A.B.C.B. Plant Operation Manual,"’ prepared to 
meet the need for a concise compilation of A.B.C.B. 
recommendations and suggestions on plant operation. 

The Manual includes a complete revision of the 
pamphlets previously issued as A.B.C.B. educational 
bulletins, covering such subjects as bottle washing and 
its control, water for bottling carbonated beverages, 
elimination of spoilage, maintaining quality and uni- 
formity of bottled carbonated beverages and suggestions 
on syrup room design. 


MIDLAND GLUE PRODUCTS CO., Detroit, Mich., 
announces the development of a new adhesive, No. 116-4, 
for automatic labeling machines for the food packaging 
industries. 


A CATALOG OF COFFEE AND TEA BAG designs and 
color combinations has been issued by Thomas M. 
Royal & Co., Philadelphia, Pa. The booklet includes 
illustrations of stock designs as well as specially designed 
bags created for private use, all illustrated in full color. 
A loose leaf binding makes it possible to remove and 
reinsert the pages at will. 


OVER 45 YEARS AGO, a local pharmacist of Middle- 
town, N. Y., introduced a product on the market named 
Mystic Cream. Steady and consistent sales growth of 
the preparation resulted and it is being introduced now 
on a national basis, backed by a national advertising 
campaign. Coincident with the advertising campaign, 
the company has adopted a new package for its product. 
A wide mouth opal jar is being utilized. Complete 
product information is carried on the lithographed cap, 
no label or carton being used. The wide mouth of the 
container makes the product easily accessible. Both 
opal jars and lithographed caps designed and manu- 
factured by the Hazel-Atlas Glass Co. 
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» ANILINE PRINTING PRESSES . 


i- A specially designed unit for each and 
every purpose to which this new and 
popular process has been applied. One 
to four colors. Any widths. Units may e 
be used with aniline inks, water sol- 
uble inks or soft oil inks. 





1, Specially designed sheeter for use with 
our presses with speed up to 300 lineal 
8g feet of sheeted stock per minute. 


HUDSON -SHARP 


Labels in any colors 











L you can name, 
“5 MACHINE CO *GREEN BAY? WIS labels that catch 
-d - consumer eyes with 
: all the lustrous 


colors of the spec- 


SPEED - QUALITY - ECONOMY | trum are an integral part of every LUSTEROID 


cl Grom Kaur Stock to 
a Finished Procluct 


package. For labels are processed directly on 
LUSTEROID rigid cellulose tubes and vials in 


their manufacture. 


ig ah diuies Save the cost of printing, paper and pasting 


* ON 4 | and improve the appearance of your package: 
a WALDRO! Ne | you can do both by using a custom-designed 

as | LUSTEROID package for your product. 
he PRO Cc E Ss Ss i N G Especially adapted to drugs (tablets, powders, 
th pills, creams) and small objects. Ideal for 


u- MACH i ha E RY ik | sampling. 








ae | Also LUSTEROID, the bubble-weight package, 

PRINTING perce oy is unbreakable. LUSTEROID can be trans- 
COATING i. | 

EMBOSSING DRYING % parent or opaque; comes in any color you wish. 


LAMINATING IMPREGNATING 


| 

| And LUSTEROID gains consumer acceptance 
| as many a sales-minded manufacturer can 
“a testify. 


JOHN WALDRON § 


CORPORATION ‘| A note or phone call will bring an answer to your 
NEW BRUNSWICK, NEW JERSEY §7 packaging problem 


| LUSTEROID CONTAINER CO., INC. 


| Formerly Lusteroid Division of the Sillcocks-Miller Company 


12 Parker Avenue, West South Orange, N. J. 


Jo Spyove You 2 Procluct ~ Write To 
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THE BUREAU OF THE CENSUS, Department of Com- 
merce, will begin the enumeration for the forthcoming 
census of business on January 2, 1940, and expects to com- 
plete that phase of the work by June, 1940. This will 
enable it to make at least the basic facts available to 
industry in the late summer of 1940. Simultaneously, 
the biennial census of manufactures will also be con- 
ducted by the Bureau of the Census. Previous studies 
along this line, as prepared by the Bureau of the Census, 
have frequently been found most helpful by packagers 
planning promotional programs or plotting gradual dis- 
tribution of packaged products through key retail areas. 
The forthcoming census is expected to contribute even 
more detailed and accurate information along these 
lines than heretofore. 

The business census was taken first in 1930 covering the 
year 1929, the second covered 1933 and the third covered 
1935. Nocensus has been taken since, but in 1938 a census 
survey or major sample of some 100,000 retailers and 18,500 
wholesalers provided data on the percentage changes in 
sales of identical concerns from 1935 to 1937 and for the 
first half of 1938. The forthcoming census will cover the 
year ended December 31, 1939. Schedules have been 
carefully prepared to be as self-explanatory as possible 
and limited to essential information. In their prepara- 
tion, the Census Bureau was guided by the advice of com- 
mittees of representative business men. 

The coming census covers retail trade, wholesale trade, 
service businesses and laundries, theaters and other 
places of amusement, hotels and tourist courts or camps 
and the construction business. It also covers that part of 
the business of sales finance companies which has to do 
with consumer installment paper (bought from retailers) 
arising from the sale of merchandise. It further covers 
the primary distribution of manufacturers’ sales to 
wholesalers, retailers, industrial users, etc. (the initial 
stage of distribution) and provides data for tracing the 
sales of commodities through various wholesale and 
retail channels. 

Information to be presented in the census reports will 
include volume of business for the year 1939 (for each 
kind of business and for each state, county and city or 
town of more than 2500 population), how much was 
done on credit (open-account and installment separately), 
stocks on hand at the beginning and end of the year, 
accounts receivable, number of employees, total pay roll, 
extent of self-employment (proprietor-owners and unpaid 
family members) and other inquiries limited to particular 
fields of business as shown by the schedules such as 
breakdown of sales by commodities in the case of retail- 
ers and wholesalers or room capacity in the case of hotels. 

Starting January 2, 1940, each place of business in the 
United States will be visited by census enumerators 
equipped with schedule forms, who will obtain necessary 
reports. Concerns which close their books January 31 
will report for their fiscal year. The field work will 
require a staff of 12,000 enumerators, working under 
approximately 550 supervisors directed by 100 area super- 
visors in census branch offices set up temporarily in con- 
venient cities throughout the country. This is not a 
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sample, but a complete enumeration. Reporting is 
required by law. The field work will be completed 
within four or five months. At least the basic facts will 
be published by areas (states, counties, cities and towns) 
during 1940. Summaries by kinds of business, with addi- 
tional trade data, will follow from month to month 
thereafter as rapidly as they can be tabulated and pre- 
pared in report form. 

The business census will cover approximately 1,700,000 
retailers, 180,000 wholesalers, 750,000 service businesses, 
50,000 hotels and tourist camps or courts, 50,000 theaters 
and other places of amusement, 200,000 construction 
contractors and about 2500 sales finance companies. 
Hundreds of detailed kind-of-business classifications are 
required in these business fields and separate area reports 
must be made for 48 states, 16 principal cities, 3072 
counties and about 3150 cities and towns of more than 
2500 population. City size classifications will be based 
on the 1940 population census, which the Census Bureau 
will take in April, 1940. 


THE WAGE AND HOUR DIVISION of the U. S. De- 
partment of Labor has issued a new pamphlet entitled 
‘Employers’ Digest of the Fair Labor Standards Act of 
1938.'" The pamphlet describes the most important pro- 
visions of the Wage-Hour Law as it affects employers, 
particular stress being laid upon the calculation of over- 
time pay and the record-keeping requirements of the Act. 
Copies of the pamphlet may be secured from the Wage 
and Hour Division, Washington, D. C., or from offices 
located in principal cities. 


THE 1939 EDITION of ‘‘27,’’ the publication which 
illustrates the work of 27 Chicago designers has been 
issued. This fourth consecutive annual issue does not 
contain the original 27 designers’ work, but the original 
idea behind the project is the same—the idea of adver- 
tising their own work as a method of finding new clients. 
When men have dropped out, others have been invited 
to take their places so that the name and size of the group 
remains unchanged. 

The publication has no jury or editorial board to say 
what shall be included or left out. Each designer con- 
tributes what he thinks best represents his work, whether 
that be something already published or something he 
would like to do for a still unknown client. 

The edition is limited and copies can be supplied only 
to accredited art buyers. 


JESSE LEARY, formerly in the production department 
of Leo H. Fuller, has joined Alfa Displays, Inc., New 
York, N.Y. 


DAVID C. WILLIAMS, sales representative for the 
Tennessee Eastman Corp. in the Buffalo, N. Y. area 
and formerly one of the company’s sales representatives 
for Tenite in New York City, has opened an office at 
1508 Rand Building, Buffalo, N. Y. The Buffalo area 
includes the western portions of the states of New York 
and Pennsylvania. 
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4 roduct sampling has many merits 


and Continental has been called upon 
time and time again to produce the exact 
package in miniature for numerous 


manufacturers. 


Shown here are a few examples of 
containers which perform their function 
inexpensively, creating a lasting impres- 


sion of your package and product. 


When your plans call for sampling, call 


for a Continental representative. 


TAL 
CAN COMPANY 


New York + Chicago + San Francisco + Montreal - Toronto - Havana 





with Stitches That Are Becoming 


Keeping your cartons “in style’ will 





improve their appearance and_ sales 
appeal. The trend is definitely toward 
Colorstitch—the colored stitching wire 
that will blend or contrast with the color 


of your printed cartons—as you wish. 


ACME Colordtitch 


Acme Colorstitch is used satisfactorily on all carton stitching 
equipment. Made in all standard, flat stapling wire sizes, Color- 
stitch is furnished in one piece, five- and ten-pound coils which 
speed production and lower costs. Mail the coupon for a sample 
card which will suggest ways of dressing up your cartons for 
more sales. 


ACME diverdtiteh 


Stitching wire galvanized by the special ACME process assures 
rust-free staples of greater durability. Uniform temper, size 
and quality and the one-piece coils assure maximum produc- 
tion and economy when you use ACME Silverstitch. 


ACME STEEL CUMPANY 


General Offices: 2843 Archer Ave., Chicago, III. 
Branches and Sales Offices in Principal Cities 


Acme Steel Company 
2843 Archer Avenue, Chicago, Illinois 


(] Send the COLORSTITCH sample card. 

[] Send a FREE 5-lb. coil of SILVERSTITCH, size 
Name. 
Street 


City State 
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PACKAGE LEGISLATION 


(Continued from page 52) 





Canned Corn 

Families in Minneapolis-St. Paul in the middle in- 
come group spend more for canned corn than families in 
the highest bracket. This same situation would appear 
to be true in Kansas City. In all other cities covered, 
expenditures increased as income climbs. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver aise $0.78 $1.35 $1.66 
Kansas City 78 1.09 .78 
Minneapolis-St. Paul..... 68 .94 i, 
St. Louis 52 1.30 1.56 
Salt Lake City 73 88 1.35 
New York City........ 16 31 68 

Average (not weighted 61 98 1.33 


Canned Tomatoes 

Interesting picture may be developed from the figures 
for canned tomatoes. In New York City, for instance, 
purchases declined with each rise in income. In all 
cities the low income groups seem to purchase large 
quantities. 


Family Expenditure for Food per Year 
Under $400 $400-$600 Over $600 


Denver $0.83 $1.04 $1.30 
Kansas City.... We 4.5 1.30 1.09 
Minneapolis-St. Paul 42 73 83 
St. Louis... . 83 1.14 1.87 
Salt Lake City 1.04 83 94 
New York City 1.6] 1.56 1.14 

Average (not weighted 99 1.10 1.19 


Tomato Juice 
Purchases of tomato juice mount rapidly with in- 
come increases. The rise is apparent for every city. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver me $0.36 $0.52 $0.78 
Kansas City 05 31 68 
Minneapolis-St. Paul... 10 42 
St. Louis 10 68 
Salt Lake City... 26 42 522 
New York City....... : 42 .47 

Average (not weighted 13 29 1.04 


Canned Dried Beans 

Families in the middle income group apparently do 
not purchase as many cans of prepared beans as those in 
the lowest income group. Nevertheless, purchases in 
the highest group are above those made by the families 
in either of the other two groups, proving that everyone 
likes canned beans. 
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Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver. $0.16 $0.21 $0.16 
Kansas City....:.. ae 16 .10 10 
Minneapolis-St. Paul...... 16 10 16 
a a re : 16 05 «2 
Sale Lake City. ..5.6<%,. ; 05 2} 
New York City........ 05S .05 

Average (not weighted). 10 .09 ss 


Tomato Soup 

Purchases of canned tomato soup appear to be spotted. 
In every instance more is purchased by the highest in- 
come group than by the lowest, but in several cities the 
purchases of the lowest income group exceed those of the 
middle income group. 


Family Expenditure for Food per Year 


Under $400  $400-$600 Over $600 

1 = ee ene oe Te $0.26 $0.62 $0.47 
Cr Cie O15 eee .10 at 42 
Minneapolis-St. Paul....... 36 3) .83 
Se Oc) re 26 31 31 
CABO oC a 26 83 42 
New York City... .....4. 31 36 78 

Average (not weighted) 26 46 54 


Canned Apricots 

Canned apricots appear to be a favorite product for 
families in the middle income group. In most cases 
more was spent for canned apricots by this group than 
by any other. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver. sare wikaes $0.05 $0.31 $0.21 
Kansas Citys. scsas 05 21 .16 
Minneapolis-St. Paul.... cae 05 
ae Fc, ent , 05 05 .26 
Dale Lake Ctty scvseeccs : 16 
New Tork Gity...62660.%4. 05 05 

Average (not weighted). .03 3 ae 


Canned Cherries 

Purchases of canned cherries, on the average, increase 
slightly as incomes reach the highest bracket. Big 
jump in this commodity is between the lowest income 
group and the middle group. 


Family Expenditure for Food per Year 


Under $400 $400-$600 Over $600 

Denver. . 8, rete $0.05 $0.16 $0.47 
Kansas City..... Bes enpeence .10 26 eal 
Minneapolis-St. Paul....... 05 10 oe 
St: Louis, :..0:; Bata veei ties 05 21 42 
Salt Take City. oss cees so ae .10 
New York City....... seams re 05 

Average (not weighted). 04 as 18 


Canned Grapefruit 
In only one city was sufficient canned grapefruit pur- 
chased by the lowest income group to show up in the 
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No doubt about it ! 
And with that handy 
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Cap is a natural | 













DO YOU KNOW- 


A new era in the manufacture of adhesives 






began in 1885, when Messrs. Jungbluth and 
Weingartner founded The Arabol Manufac- 
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POUR -N-SEAL~a New Cap for Oval 
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“WHEN IT’S EASY T9 POUR—IT’S Easy TO SELL” 
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chart. As might be expected, the largest amount spent 
for canned grapefruit was found in the highest bracket. 


Family Expenditure for Food per Year 
Under $400 $400-$600 Over $600 


Denver $0.16 $0.21 
Kansas City 10 
Minneapolis-St. Paul 05 21 
St. Louis 16 16 
Salt Lake City 10 10 52 
New York City 05 26 

Average (not weighted 02 09 24 


Canned Peaches 


Even families in the lowest income group spend sub- 
stantial amounts for canned peaches—in one instance, 
more than families in the next higher group. Never- 
theless, purchases seem to rise steadily with higher in- 


comes. 
Family Expenditure for Food per Year 
Under $400 $400-$600 Over $600 
Denver $1.14 $0.78 $1.25 
Kansas City 52 62 1.20 
Minneapolis-St. Paul 16 21 42 
St. Louis 26 88 1.35 
Salt Lake City 16 21 42 
New York City 16 36 68 
Average (not weighted 40 51 89 


Canned Pears 


Increase in purchases of canned pears is nominal as be- 
tween the lowest and middle group. Real rise does not 
appear until the higher income group is reached. 


Family Expenditure for Food per Year 
Under $400 $400-$600 Over $600 


Denver $0.31 $0.26 $0.31 
Kansas City 16 16 
Minneapolis-St. Paul .26 
St. Louis 10 10 21 
Sale Lake City 16 10 10 
New York City 05 05 31 

Average (not weighted 10 11 23 





MILK DELIVERY CONTROVERSY 


Continued from page 36) 





their formal statements to the press, that reduced cost 
to the consumer will not affect the price for milk paid 
to the farmer, which is regulated under the Federal- 
State Marketing Order. Neither is it planned to reduce 
the wages paid distributor employees. ‘‘On the con- 
trary,’’ states the Borden Co, news release, ‘‘the change 
will make it possible for delivery men to earn increased 


compensation.”’ 
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Advantages claimed for the new container and dis- 
tribution system by The Borden Co. include: ‘‘1. 
Elimination of loss from lost and broken bottles—4o,000 
bottles per day in our operations alone. 2. Elimina- 
tion of time and effort required to collect and handle 
empty bottles—approximately 25 per cent of our drivers, 
time—and devotion of drivers’ full time to selling and 
delivery, with less physical effort. 3. Elimination of 





Two types of 2-qt. glass bottles being used experimentally in the Chi- 
cago region. Savings on 2-qt. purchases, similar to those effected in 
New York, are offered the consumer where these bottles are utilized. 


expensive bottle washing machinery and its operation 
and maintenance. Twenty-two minutes is required to 
wash each bortle. 4. Elimination of ice waste in re- 
frigeration of product on our delivery vehicles. We use 
more than 100,000 tons of ice in delivery annually. The 
new container can be insulated and refrigerated far more 
efficiently and more economically than glass bottles. 
5. Reduction in operating cost, maintenance and de- 
preciation of vehicles due to lighter loads. Milk in 
fibre containers weighs only 4o per cent as much as milk 
in glass. Saving in space displacement alone is more 
than 50 per cent. 6. Finally, we know that lower 
prices almost automatically bring greater consumption 
and we hope, truthfully, to effect fractional savings due 
to increased volume.” 

On the other side of the controversy, the Glass Con- 
tainer Assn. of America issued the following claims in 
favor of the traditional glass package: 1. Every- 
other-day delivery alone, not the type of container used, 
explains the discount offered by the new scheme. The 
distribution issue is entirely distinct from the container 
issue. The scheme of every-other-day delivery using 
glass bottles has been for some time in operation in other 
markets, resulting in a decrease in delivered price and 
an increase in consumption—a real contribution to the 
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The United States Plg. g Litho. Co. 


Cincinnali, Ohio. 


Gentlemen: 

We want you lo know that we realize you 
have developed many boxes for us that 
possess the convenience and economy of 
folding cartons plus the advantages of the 
sel-up bores which we formerly used. 
Our SOLITARY CHECKERS box ts a 
case in point—and besides, the design 
you made is helping to sell the product. 

(Signed) THE AKRO AGATE CO. 


Ralph Heatherington 
Sales Manager. 
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Hen: are just a few of the many 
shapes and sizes of Talcum Powder cans 
which Continental makes for the Industry. 
A variety of closures are available also. 
Add to these practical factors a color- 
ful design skillfully lithographed by 
Continental and the result will be an 
attention-compelling sales package. 


A representative will be glad to discuss 


your requirements or help you with your 


packaging problem. 


<> 
CONTINENTAL 
CAN COMPANY 


New York + Chicago + San Francisco - Montreal - Toronto - Havana 
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solution of milk distribution problems. This system 
recognizes the obvious fact that the unit of delivery costs 
is not the number of quarts delivered, but the number of 
stops made by the driver. The experience of dairies, 
corroborated by careful time studies, has shown that two 
or more quarts can be delivered in practically the same 
time required for the delivery of a single quart, includ- 
ing the time taken in picking up empty bottles. 

2. Reports from other markets show that a greater 
differential was given by the dairies using the !/>-gal. 
glass bottle than is being offered by the dairies distribut- 
ing '/e-gal. paper containers in the New York market. 
Differentials on both types of '/o-gal. containers, at this 
time, are admittedly experimental. 

3. New York consumers would save several thousand 
doliars a day if every-other-day deliveries are made in 
two 1-qt. glass bottles rather than 2-qt. paper containers. 

4. Glass bottles, used many times, result in lower 
container costs to the dairy than the paper container, 
used but once—less than '/, cent per glass quart com- 
pared to approximately 2 cents for the 2-qt. paper con- 
tainer. It is assumed because the paper container can 
and indeed, must—be thrown away after a single filling, 
that it represents little or no cost compared with the 
glass cost. This, of course, is untrue. The U. S. De- 
partment of Agriculture has determined that the aver- 
age milk bottle makes 32 trips between dairy and con- 
sumer. Borden's claim of a 40,000 daily bottle loss in 
the New York Metropolitan area is proof of the glass 
bottle’s economy when Borden's daily volume of about 
1,000,000 qts. is considered. This means that Borden 
obtains about 25 trips from its bottles. If the nation’s 
milk was packaged in paper containers last year, the 
dairyman’s bill for new containers would have been 
$160,000,000— over 13 times the cost of replacement 
of glass bottles. 

5. Claims of economies in the plant handling and 
delivery of paper containers, frequently over-stated, do 
not in total counterbalance the great original economy 
of glass as a container. 

6. Milk in paper containers, introduced in New York 
in 1935 at 1 cent below bottled milk, was selling by 1938 
at 1 cent more than bottled milk because the comparative 
costs of the two containers had forced the change. 

7. The investment required for new paper container 
equipment, announced as $300,000 by one dairy, is be- 
yond the reach of all but a few New York dairies. 

8. A few of the qualities of a milk container which 
contribute to sales and which are not mentioned in the 
advertising and publicity for the new paper container 
distribution are: a. Visibility of contents; b. Full, legal 
measure; c. Visibility of cream line; d. Strength and 
storageability; e. Protection of flavor. 

This latest development in the New York City milk 
situation follows closely upon an experiment begun six 
months ago by Sheffield Farms Co. in Rockland County, 
N. Y., in which the 2-qt. container was tested for con- 
sumer response and to iron out possible handling and 
distributing kinks. The manufacture of the containers, 
while already on a sufficient scale to supply a large sec- 
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tion of the New York City market, is still limited by 
lack of available facilities so that neither company is— 
as yet—serving all sections of the city’s five boroughs 
with the new ‘‘paper bottles.”’ 

Meanwhile, in Chicago, the Borden-Wieland Co. has 
been experimenting with a 2-qt. glass bottle equipped 
with a heavy wire handle. The concern charges 201/2 
cents for two quarts delivered at the home. This is at 
the rate of 10'/; cents a quart in contrast with the gen- 
eral price for home delivered milk of 13 cents a quart, 
a differential of 5'/2 cents per halt gallon glass unit. 

The New York innovation has not met with unquali- 
fied approval, both labor groups and consumer organiza- 
tions having protested against certain aspects of the 
changed situation. Largest protests have come from 
so-called independent distributors whose facilities do 
not permit the use of the new container at the present 
time. They maintain that price reduction does not re- 
flect actual lowering of distribution costs, but, rather, 
represents an attempt to secure a larger share of the 
market and to ‘‘freeze our’’ independent distributors 
through price compeition unjustified by lower costs. 

Advertisements announcing the 2-qt. paper container 
feature primarily the price economy offered the con- 
sumer. Secondary features emphasize, in subordinate 
portions of the advertisements, saving of refrigerator 
space, no drip pouring, elimination of bottle washing 
and ease of disposal of the huge package. The Borden 
advertisement offers consumers a savings bank into 
which may be deposited the pennies saved through the 
lower cost of milk as distributed through the new con- 
tainers. This bank is a '/2 pt. reproduction of the larger 
container, the pouring mouth of the container being re- 
placed by a coin slot. 

Credit: Paper containers as used in New York City 
manufactured by the American Can Co. 





NO MORATORIUM ON IDEAS 
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set in the die-cut base. A gold foil-covered cardboard 
pillar rises in the center and is surmounted by a red and 
white striped tin awning. Affixed to the bottle necks by 
small chains are a variety of miniature charms to in- 
crease the novelty of the tiny merry-go-round. 

Among its suggestions for Christmas gift giving, 
Maison Jeurelle includes a decorative replica of an old- 
fashioned hob-nailed glass bottle. Accompanying this 
container is a 3-lb. tub of bath salts. Thus the bottle 
can be refilled from the 3-lb. tub and the closure on the 
hob-nailed containers is designed to serve admirably as a 
scoop. The bath salts container is a giant sized par- 
affined cup, the wax coating protecting the salts against 
drying out and losing their scent. 
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BREAKING THE BREAKAGE BUGBEAR 


(Continued from page 25) 





vial or ampoule. A flick of the finger and both halves 
of the top fall back. 

Through redesigning the construction of its suture 
vial box, Davis & Geck not only realized a saving in 
breakage costs—the newly designed box has been re- 
ported to have reduced breakage almost to zero—but 
effected two additional savings. It has been found that 
the new container costs less than the box it replaced and 
the cost of filling it has likewise been reduced. 

Credit: Box produced by the Dennison Manufactur- 
Vials by Kimble Glass Co. 


ing Co. 





CHEESE NOW PACKED IN CANS 


(Continued from page 34) 





because of the close adherence of the wrap. In the 
processing, the cheese is heated to a high enough temp- 
erature to destroy most of the bacteria present and to 
destroy the enzymes. Thus ripening is stopped. 

Certain desirable qualities, however, are to be found 
only in unprocessed cheeses and thus, until the advent of 
a suitable package, it was not possible to widely dis- 
tribute cheese of this type on a basis competitive with 
the processed cheeses. 

Today, however, such companies as the Great Atlantic 
& Pacific Tea Co., the Lantz Sliced Cheese Corp., the 
Dairy Cooperative Assn. of Portland Oregon, the Con- 
solidated Dairy Products Co. and others are producing 
Cheddar cheese which is packaged, sliced and unproc- 
cessed in 12-0z. and 2-lb. consumer cans. Swiss cheese 
is being packed by the Godfrey Lengacher Co. in 5-lb. 
cans, designed to be opened in the store just prior to dis- 
tribution to the consumer in smaller segments. 

The product, it is claimed, is of the highest quality 
and the method of packaging affords the grocer sub- 
stantial savings. He is no longer confronted with loss 
through crumbling, drying or mold. Since the product 
is sliced prior to insertion in the can, the grocer is further 
saved the trouble of handling and slicing the product. 

For the housewife, similar conveniences are claimed. 
Storage of the product in the can (when consumer cans 
are used) may be carried on in the ice chest indefinitely 
and larger purchases may thus be justified. Factory 
slicing assures a neat and convenient form for the pro- 
duct. Access to the product is simplified by the use of a 
key, assembled as part of the can. 

Price comparisons as between the unpackaged and the 
packaged varieties are difficult due to seasonal and other 
changes in cheese prices. While unpackaged bulk cheese 
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undoubtedly costs the retailer less, he must allow 
for loss due to paring of rind, mold, removal of brandings 
and of cheese cloth overwraps and losses in weight due to 
the drying out of the product while awaiting sale. This 
loss has been estimated as high as from 25 per cent to 33 
per cent. As against this, the packaged cheese must 
carry the cost of the can itself and of the canning process, 
estimated by the Bureau of Dairy Industry to run from 
212 cents to 5 cents per pound. Since the usual whole- 
sale price of cheeses of this type in unpackaged form is in 
the neighborhood of 40 cents, it will be seen that the 
cost of packaging is substantially less than the loss which 
may be anticipated when unpackaged cheese is subjected 
to the hazards of distribution. 





GIFT PACKS EARN DISPLAY 
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an all-over pattern on the carton. Reproductions of the 
coat-of-arms adds a further interesting note to the design. 
The background color is a royal blue with the figures in 
several colors on a gold background. 

The Calvert Special package, less regal in appearance, 
has as its theme the various activities and hobbies of the 
men who may receive the package as a gift. Against a 
background of red, the spot illustrations of men bowling, 
hunting, golfing, etc., stand out vividly. 

Both the Special and Reserve whiskey cartons are so 
designed as to offer striking display on store shelf or in 
store windows. The all-over pattern is lithographed on 
each carton in a manner that permits a group of cartons, 
standing adjacent to each other, to have the appearance 
of one continuous pattern. 

History repeats itself pictorially on the Old Drum 
gift cartons. Military drummers in uniforms which 
correspond to major periods in the development of the 
country’s history are illustrated on the back and front 
panels of each carton. Four different periods are illus- 
trated, thus making for interesting mass display effects. 
The original paintings from which these illustrations 
were reproduced in full color are the work of Ed Couse, 
noted artist and authority on military costumes. The 
top flap of the carton provides space for the name of the 
recipient of the gift and that of the donor. The sides of 
the package carry recipes for various whiskey drinks and 
separating each recipe is the Old Drum trade figure which 
has been utilized in all Old Drum advertising as a means 
of brand identification. 

It is interesting to note that though each of these 
packages embody gift atmosphere and are appropriate 
for the Christmas season, none of them employ the tradi- 
tional mistletoe, berry or holly wreath as design ele- 
ments. Thus the dealer may sell these packages after 
the Christmas season is over as regular sales packages. 

Credit: Book package produced by Van Dyke Prod- 
ucts Co. Old Drum, Special and Reserve cartons pro- 
duced by the Container Corp. of America. 
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and Best Wishes for a New Year of Happiness 
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SELLING ZONES 
have “VUEPAK” boundaries 


““VuePaK"’ Package ( Abore) 
for Daggett & Ramsdell by 
Wallace Paper Box Corp. 


*“VuEPAK”’ Display (Right) 
for Houbigant products by 
Display-Rite Division of 
Diamond Press. 


A good definition of a “VUEPAK” display or package 
is: “A selling zone, bounded by transparency.” And, to 
manufacturers of products in which appearance and 
visible quality are major selling factors, this “VUEPAK” 
selling zone is of prime importance 

In Monsanto “VUEPAK,” your product automatically 
stays in sight...actively helping sell itself. Your mer- 
chandise attracts customers with the full effectiveness 
of three-dimensional displays, seen through a clear, 
breakage-resistant material that actually enhances the 
appeals of style, color and texture. 





Retail merchants know the sales effectiveness of 
transparent packaging. Hence, products in “VUEPAK” 
gain choice positions in counter and window displays 
... fight in the traffic zones of shopping crowds... 
where seeing spurs “impulse buying.” 

Substantial sales increases are everyday results of a 
change to transparent packaging. Chances are, 
“VUEPAK” will give this extra touch to the sale of 
your product. Your letter will bring complete details, 
samples and names of fabricators qualified to create 
sales-making “WUEPAK” packages and displays. 
MONSANTO CHEMICAL COMPANY, Plastics Division, 
Springfield, Massachusetts. District Offices: New York, 
Chicago, Detroit, St. Louis, Los Angeles, Montreal. 
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